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THE NATIONAL NEWSPAPER OF MARKETING 


EWRE Is Beset by 
‘Post-Merger Problems’ 


NIAA Abandons 
Controversial 
Media Data File 


Feuding ‘Obfuscated 
idea,’ Freeman Says; 
Media Form to Be Pushed 


New York, Dec. 13—National 
Industrial Advertisers Assn. will 
drop its controversial Media Data 
File. The association’s executive 
committee yesterday voted to rec- 
ommend to the board that plans 
for the Media Data File be discon- 
tinued. 

The NIAA Media Data File, 
which aroused a storm of protest 
when it was proposed last June 
at the organization’s annual con- 
vention, was a projected compila- 
tion of NIAA Media Data Forms 
to be published annually in bound 
copies at a cost of $600 to each 
participating publication (AA, 
June 10, 17, Oct. 14). 

R. C. Sickler, manager, product 
group advertising, E. I. du Pont 
de Nemours & Co., NIAA board 
chairman, said that the Media Data 
File was dropped after long and 
careful consideration by the com- 
mittee. Reason for the decision, Mr. 
Sickler said, was doubt that it 
could succeed in the face of all the 
confusion that now surrounds it. 


® “Such a venture,” he said, “is 
difficult to put across under the 
best of conditions. And we cannot 
afford to enter into a costly long- 
range promotion of something 
whose success is so doubtful. There 
is still a way to accomplish our ob- 
jective of providing qualitative me- 
dia information—the NIAA Media 
Data Form. The form now has the 
approval of the American Assn. of 
Advertising Agencies, Associated 
Business Publications and National 
(Continued on Page 8) 


Baltimore Must 
Reply to Ad Tax 
Suits This Week 


BaLtrmoreE, Dec. 13—The city 
of Baltimore has until Dec. 17 to 
file an answer to a barrage of suits 
contesting the legality of its new 
advertising tax ordinances, sched- 
uled to go into effect Jan. 1. The 
ordinances in question would im- 
pose a 4% tax on advertisers for 
space and time purchased in local 
media, and a 2% gross receipts tax 


St. Louis Proposal Dead? 
Sr. Louris, Dec. 13—Alderman 
Alfred I. Harris, although present, 
failed to introduce his advertising 
tax proposal at today’s meeting of 
the board of aldermen. The board 
meets again Friday, Dec. 20. 


on the media. 

Judge Edward Harlan, of the cir- 
cuit court, has set Tuesday as the 
final day to answer the suits, which 
call for injunction action and a 
declaratory judgment against the 
tax laws. 

Hugo Ricciuti, deputy city soli- 
citor, said the city’s answer may be 
filed Monday, but he declined to 
reveal what it would say. If the 
answer is a demurrer, asking the 
court to throw out the suits, a 
hearing will be held some time 
after the first of the year. 

Judge Joseph L. Carter is sched- 
uled to take over equity cases from 
Judge Harlan Jan. 1, so final rul- 
ings in circuit court will probably 
be made by Judge Carter. 


= Meanwhile, three more court ac- 
tions contesting the tax were filed 
this week, bringing the total to 
nine. Judge Harlan has set Dec. 24 
as the final day for the city to 
answer these later suits, which are 
similar to the initial six. All the 
suits are likely to be consolidated 
at a later date. 

New plaintiffs are the Baltimore 


(Continued on Page 95) 


Simmons-Boardman Leaves ABP 
to Promote Its ‘Sold’ Circulation 


Action Taken to Allow 
Independent Course of 
Action, McGinnis Says 


New York, Dec. 12—Simmons- 
Boardman Publishing Co. has re- 
signed from Associated Business 
Publications, thereby withdrawing 
six of its papers from the associa- 
tion. 

Arthur J. McGinnis, exec vp of 
the publishing house, said, “We do 
this with the friendliest feelings 
and much reluctance. Simmons- 
Boardman was a founding member 
of ABP. Our people have served 
as president, board members, com- 
mittee chairmen. 

“But our present publishing 
plans call for an independent 
course of action. Most of these 
Plans must remain confidential 
now, but I can say that some of 
our advertising will shortly take 
a new approach. 

“We have felt,” Mr. McGinnis 
said, “that the term ‘paid’ does not 


properly describe our kind of cir- 
culation. We think it can better 
be called ‘sold’ circulation—and 
that it should be energetically and 
consistently presented as such. 


e “After all, when a man says he 
is ‘sold’ on a publication, what he 
Says is apt to be the literal truth: 
Someone in fact did sell him the 
magazine, whether in person or by 
mail. He did pay his money for it. 
He was ‘sold’ at the start and has 
been kept ‘sold’ ever since through 
renewals. 

“In our opinion,” Mr. McGinnis 
said, “this story has never been 
told effectively to advertisers— 
who are as concerned that readers 
should be ‘sold’ on a book as is 
the publisher. Now that we can 
tell the story with no embarrass- 
ment to any association members, 
we will do it to the best of our 
ability.” 


® The Simmons-Boardman maga- 
zines being withdrawn from ABP 
(Continued on Page 94) 


souper special 


BUDGET BEATERS 


sourper—Campbell Soup Co.’s new- 

est promotion includes color pages 

like this in January. (Story on 
Page 8.) 


Views in Conflict 
on New Free List 


Auditing by ABC 


One Agency Man Is 
‘Glad’; Wilt Calls Setup 
Inadequate, ‘Misleading’ 


Cuicaco, Dec. 10—Business pub- 
lication members of Audit Bureau 
of Circulations will be required to 
furnish additional information on 
their free circulation next year be- 
cause of a new proposal adopted 
last week by the ABC board of di- 
rectors (AA, Dec. 9). 

This marks the first time that 
ABC has planned to break down 
and audit the unpaid distribution 
of business papers. Strong opposi- 
tion from publishers throughout the 
years has blocked moves toward 
requiring them to report details on 
the free portions of their circula- 
tions. 

In recent years, however, agen- 
cies and advertisers have applied 
strong pressure on ABC to get more 
data from business papers on free 
circulation. In addition, at least 
eight business publications have 
resigned from ABC in the past four 


(Continued on Page 8) 


Departure of Ruthrauff, 
Beirn, Reed, Toland 
Reveals Internal Unrest 


New York, Dec. 13—Erwin Wa- 
sey, Ruthrauff & Ryan—the prod- 
uct of the biggest merger in adver- 
tising history—ran into some more 
stormy weather this week. There 


Postal Rate Hike 
Denial May Peril U.S. 
Debt Ceiling: Hayden 


WASHINGTON, Dec. 12—A new 
drive to pass a postal rate bill at 
the next session of Congress was 
indicated today as the chairman 
of the Senate appropriations com- 
mittee asked the post office com- 
mittee “to take the postal deficit 
off our backs.” 

Sen. Carl Hayden (D., Ariz.), 
senior member of the appropria- 
tions group, warned Congress may 
have to raise the ceiling on the 
national debt unless it is able to 
reduce non-defense spending. He 
estimated that the interest on $5 
billion of postwar postal deficits 
would add $150,000,000 to this 
year’s federal budget. 


s The rate bill, passed by the 
House last spring, remains jammed 
in the Senate post office commit- 
tee. At the conclusion of a two- 
day hearing, Sen. Olin Johnston 
(D., S.C.), the post office commit- 
tee chairman, said today that he 
(Continued on Page 94) 
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was a sizable shuffle of the brass 
on the bridge, although the agency 
insisted it was nothing more than 
a merger hangover: 


e F. Kenneth Beirn, senior vp of 
EWRR and president of R&R be- 
fore the merger, resigned. Mr. 
Beirn, once president of Biow- 
Beirn-Toigo, was said to be talking 
to three agencies, and at least one 
EWRR client said flatly he would 
be interested if Mr. Beirn’s new 


F. K. Beirn 


F. B. Ruthrauff 


agency connection could handle his 
account. 


e F. Bourne Ruthrauff, vp of 
EWRR and previously senior vp of 
R&R, also resigned. Mr. Ruthrauff 
is the son of R&R’s co-founder and 
has spent 25 years with the agency. 
He had supervised the Sun Oil ac- 
count—which this week was re- 
ported to be at a final-decisions 
stage between two other agencies 
—and General Development Corp., 
a Florida real estate promotion 
which is reported to have billed 
$1,000,000 between Sept. 1 and the 
end of the year. 


e Tod Reed, who was a vp of the 
merged agency and had functioned 
(Continued on Page 91) 


Huber Hoge Drops Clients, Staff; Will 
Concentrate on Own Mail Order Interests 


New York, Dec. 12—Huber Hoge 
& Sons, once a leading mail order 
advertising agency, has undergone 
considerable retrenchment. 

It has dropped the Doubleday 
Book Shops account and several 
others, reduced its staff to four, 
closed its Madison Ave. offices and 
set up shop at 626 Broadway, the 


Last Minute News Flashes 


All of Sheatfer Pen to BBDO? 


Fr. Mapison, Ia., Dec. 13—Although no confirmation was forthcom- 
ing, AA learned today that all of the W. A. Sheaffer Pen Co. account, 
with the exception of co-op advertising, will be transferred from 
Keyes, Madden & Jones to the Chicago office of Batten, Barton, Dur- 
stine & Osborn as of year-end. BBDO was named to handle Sheaffer 
ball point advertising in August (AA, Aug. 19). 


D'Arcy, Geyer, Richards Vie tor Vel, Halo Business 


New York, Dec. 13—Colgate-Palmolive Co. is in the final stages of 
its evaluation of agencies for the $4,000,000 Vel and Halo accounts, 
resigned recently by Carl S. Brown Co, (AA, Nov. 11). In the final 
running are D’Arcy Advertising Co., Geyer Advertising and Fletcher 


D. Richards Inc. 


De Laval Separator Names Marsteller, Rickard 
POUGHKEEPSIE, N. Y., Dec 13—De Laval Separator Co. has appointed 

Marsteller, Rickard, Gebhardt & Reed, New York, to handle its ad- 

vertising, effective Jan. 1. The account bills $335,000. Donahue & Coe, 


New York, is the current agency. 


De Laval manufactures farm and 


commercial dairy equipment and industrial centrifuges and heat ex- 


changers. 


(Additional News Flashes on Page 95) 


home of several Hoge interest 
clients. 

Harriette Waterman, account ex- 
ecutive on Doubleday for the past 
five years, announced the forma- 
tion this week of Waterman-Getz 
Advertising, together with her 
husband, Alden Getz, at 480 Lex- 
ington Ave. Besides Doubleday 
Book Shops, advertising accounts 
are Barron’s Educational Series, 
Satellite Outerwear and Haberule 
Co. Barron’s is also a former Hoge 
account; Satellite is a new com- 
pany. Haberule was formerly han- 
dled by Briggs & Varley. 


® Also joining Waterman-Getz are 
Lynn Walker as assistant account 
executive, Edna Okasaki as art 
director and Mildred Klock as 
comptroller. All were formerly 
with the Hoge agency in similar 
positions. Mr. Getz is a children’s 
writer and presently publisher of 
the National Camp Directors 
Guide. 

Cecil Hoge, president of the 
agency, told ADVERTISING AcE that 
he is not now soliciting outside 
accounts but concentrating the 
agency’s efforts primarily on mail 
order advertisers in which he has 
financial interest. These include 
Garden Research Laboratories and 
Ann Baldwin Sales Corp., which he 

(Continued on Page 94) 
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Radio Station Testing ‘Subliminal’ | 
Ads, but Listeners Can Still Hear ‘em 


So Far WAAF Advertisers 
Are Dubious About 
Whispered Commercials 


Cuicaco, Dec. 11—Spook or 
spoof, subliminal advertising—or 
at least a sort of variation on it— 
has made its debut here—in radio. 

Casual listeners to Station WAAF 
this week got the notion they 
heard somebody say something 
while a record was playing. Many 
paused, stepped closer to their ra- 
dios and listened closely. 

Sure enough, when the music 
slipped into a soft passage, a voice 


Gamble Adds Four 
More Ryan Accounts; 
Ketchum Snares One 


WASHINGTON, Dec. 11—Destina- 
tion of five more former Lewis 
Edwin Ryan accounts was clarified 
this week, with one going to Ketch- 
um, MacLeod & Grove, Pittsburgh, 
and four to Robert M. Gamble Jr., 
Washington. 

The Ryan agency announced it 
will close Dec. 31, after losing Cap- 
ital Airlines to Kenyon & Eck- 
hardt, and Air Transport Assn. to 
the Ketchum organization (AA, 
Dec. 2). This week, Ketchum also 
picked up American Aviation 
Publications Inc., Washington. 

Another factor in the closing of 
the Ryan agency was the decision 
of three key executives to leave 
for positions with Robert Gamble 
Jr. In the past few days, Mr. 
Gamble has identified four Ryan 
accounts which followed these men 
to his agency. The four accounts 
are Associated General Contractors 
of America, Wilkins-Rogers Mill- 
ing Co., Chas. Schneider Baking 
Co., and the Riggs Bank, Wash- 
ington. # 


Dillon-Cousins 
‘Union’ Expands 
Richards Abroad 


Latin American Shop 
Bills $2,000,000; Factor, 
Colgate Among Accounts 


New York, Dec. 11—Fletcher D. 
Richards Inc. today took a giant 
step into the international adver- 
tising field by joining forces with 
Dillon-Cousins & Associates, an 
important agency south of the Rio 
Grande. 

The “union of interests,” as it 
was called, is based on more solid 
ground than the usual internation- 
al affiliation of agencies, for in this 
case, Richards has bought a “‘sub- 
stantial minority interest” in Dil- 
lon-Cousins. 

Luis G. Dillon, the dynamic Lat- 
in American who heads Dillon- 
Cousins, joins the board of Fletcher 
D. Richards, and several key Rich- 
ards executives join the boards of 
the two Dillon-Cousins companies. 

To the board of Dillon-Cousins 
in Mexico go Eugene I. Harrington 
and Ellsworth D. Hill, president 
and vp, respectively, of the Rich- 
ards agency. Mr. Harrington and 
his exec vp, Sherwood Dodge, be- 
come directors of the Dillon-Cous- 
ins company in New York. 

In addition, an international 
plans committee has been formed. 
Richard F. Cousins and Enrique 
Loynaz, exec vp and secretary, re- 
spectively, of Dillon-Cousins in 

(Continued on Page 93) 


quietly whispered, “Fresh up with 
Seven-Up” or “Oklahoma gas is 
best.” During one record the mes- 
sage is whispered about five times; 
such records are broadcast once 
every 20 minutes. 


® Within a few hours of the first 
whispered ads, some 300 persons 
called the station commenting on 
the new ad technique. About 75% 
favored it, either for its novelty or 
as a preferred substitute for “loud”’ 
commercials, or took the ads in 
good humor; while 25% com- 
plained the ads were devious, 
sneaky, unethical, etc. 

Tom Davis, manager of the sta- 
tion and instigator of the experi- 
ment, says the reaction is encour- 
aging, but he still regards the ven- 
ture as highly experimental, de- 
pending mostly on reactions from 
advertisers, time buyers and the 
powers that be. 

No advertisers have yet bought 
WAAF’s idea. The station used 
Seven-Up and Oklahoma gas more 
or less as an on-the-air speculative 
pitch, at no cost to either advertis- 
er. The advertisers and their agen- 
cies were simply advised of the 
station’s intent to run the experi- 
mental ads on the air and no one 
objected. 


® Reaction of the admen to the 
whispered ads has been one of un- 
certainty. 

Philip Schaack, ad director of 
Seven-Up’s Chicago bottling com- 
pany, said the idea is interesting 
and seems to have some merit, but 
he said he doesn’t feel sold on it 
or its capacity to move products. 
He’d like to wait and see before 
deciding. 

C. J. Zeller, vp for radio and tv 
of Guenther-Bradford Co., Seven- 
Up’s local agency, said he had 
some difficulty understanding the 
whispered word “refresh” and 
speculated that any such whispered 
ads would have to be carefully 
thought out for audibility and 
clarity when whispered. He too 
was undecided about the idea. 

Similarly, Bob Oakley, Maryland 
Advertising accourit executive on 
the Oklahoma account here, voiced 
uncertainty. He said he wants to 
wait and see. He said that his 
client has indicated no reaction at 
all. 


s All were quick to associate 

WAAF’s whispered ads, which the 

station calls “sub-audible,” with 
(Continued on Page 93) 
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HAUPT RETIRES—H. H. (Heine) Haupt, longtime BBDO staffer, and 
vp, director and Chicago office manager of Batten, Barton, Durstine 
& Osborn since 1947, will retire Jan. 1 because of health, to live in 
Phoenix. He will be succeeded as manager of the Chicago office 
by VP William R. Gillen, who joined BBDO in 1947 after serving as 
advertising and pr director of the old Chicago & Southern Air Lines, 
Memphis. Charles H. Brower, BBDO exec vp and general manager, 
came out to Chicago last week to wish both Haupt and Gillen well.. 


Van Diver Issues Improved ‘Brad-Vern’s’; 
ABP Aims to Insure ‘Continuity’ of Reports 


New York, Dec. 11—“Brad- 
Vern’s Reports,” annual business 
paper advertising index, not only 
will continue to be published by its 
founder, V. H. Van Diver Sr., but 
it will be expanded and improved. 

This will be done, Mr. Van Diver 
told ADVERTISING AGE today, irre- 
spective of what may develop at 
the meeting proposed for Jan. 
15, which Associated Business 
Publications will sponsor for buy- 
ers and publisher associations to 
explore the possibility of organiz- 
ing an advisory committee to 


Grove Labs Signs 
FTC Consent Order 


WASHINGTON, Dec. 11—The Fed- 
eral Trade Commission today an- 
nounced a consent order which 
prevents Grove Laboratories Inc., 
St. Louis, from giving some cus- 
tomers better terms than it gives 
to others who sell in competition 
with them. 

The settlement, which disposes 
of a complaint FTC issued in 
March, specifies that Grove cannot 
sell directly to some retailers with- 
out dealing directly with other re- 
tailers who are in competition. 

It also eliminates the special 
10% “‘warehouse allowance” which 
Grove gave certain of its whole- 
sale customers in addition to the 
customary 15% available to all 
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ACROSS THE BORDER—Eugene |. Harrington, president of Fletcher D. 
Richards Inc., and Luis G. Dillon, president of Dillon-Cousins & 


Associates, meet to set the new 


working agreement between the 


two agencies. 


“Brad-Vern’s Reports” (AA, Dec. 
9). 

The 1957 edition of the index, 
which is its 18th annual publica- 
tion, is now in the mail. It collates 
the advertising space used during 
calendar 1956 in 400 business pa- 
pers by 10,000 advertisers. 

It also reports that ownership of 
the reports has passed to Vernon H. 
and Emily L. Van Diver. During 
the past three years the reports 
were owned and operated by Mr. 
Van Diver’s son, Vernon H., Jr. 
The latter will continue to take 
part in the operation of the busi- 
ness until next April. He will then 
return to his profession as a met- 
allurgical engineer. From about 
1943 to 1954 the reports were pub- 
lished by Printers’ Ink Publishing 
Co. In the latter year, Mr. Van 
Diver repurchased them and con- 
tinued their publication. 


® A major change will be made in 
reports with the issuance in April, 


(Continued on Page 96) 


‘Textile Age,’ ‘Shoe 
& Leather Reporter’ 
Suspend Publication 


New York, Dec. 11—Two major 
business publications have sus- 
pended publication—Shoe & Leath- 
er Reporter, 100-year-old Boston 
bi-weekly, discontinued publica- 
tion two months after its Septem- 
ber centennial, and Textile Age, 
20-year-old monthly, has suspend- 
ed with its December issue. 

Shoe & Leather Reporter failed 
to show a profit in the past six 
years. In 1947 the magazine and 
a companion paper, Creative Foot- 
wear, were purchased by National 
Underwriter Co., publisher of in- 
surance magazines, in Chicago. A 
few years later the latter publica- 
tion was suspended. At the Boston 
office of the Reporter, no one in 
authority could be reached for 
comment. 


® Textile Age was suspended, said 
George W. Rhine, vp of Cleworth 
Publishing Co., Cos Cob, Conn., 
because of excessive costs, inade- 
quate advertising revenue and 
competitive conditions in the tex- 
tile industry. The advertising and 
editorial staffs of the paper have 
been absorbed by other publica- 
tions issued by Cleworth; they in- 
clude Industrial Woodworking, 
Maintenance, Modern Patternmak- 
ing, Plastics World, and Transmis- 
sion & Distribution. 

Textile Age was a member of 
Business Publications Audit; Shoe 
& Leather Reporter was a member 
of both BPA and Audit Bureau of 
Circulations. # 


ARB Plans to 
Offer Ratings 
Instantaneously 


Move Comes as Trendex 
Revises Coverage, Nets 
Face Nielsen Price Hike 


New York, Dec. 12—If Ameri- 
can Research Bureau’s plans for 
an instantaneous rating service 
work out, apprehensive advertis- 
ers and actors won’t have to wait 
for the overnight Trendexes to 
gauge the public’s reaction to their 
tv efforts. 

ARB’s proposed new electronic 
rating system can tell a performer 
how well or badly he is doing at 
holding his audience while the 
show is still on the air. The figures 
showing a minute-by-minute rat- 
ing will start coming through ap- 
proximately 90 seconds after the 
show starts. 

The company, which now uses 
the diary method to collect the in- 
formation for its tv ratings, has 
been secretly working on the elec- 
tronic setup for some time. The 
new system—to be called Arbitron 
—will place a small gadget in the 
television set. Signals indicating 
what channels are tuned in will be 
transmitted to a central office via 
telephone wires. These ratings can 
be immediately transmitted to cli- 
ents’ offices by teletype machines. 


s From this point the imagination 

can provide some rather interest- 

ing possibilities. Picture the ex- 
(Continued on Page 96) 


Wilson Replaces 
‘Hudson’ with 9 
TV Film Shows 


Cuicaco, Dec. 10—Wilson & Co. 
next year will put its television 
dollars into nine syndicated film 
shows instead of the one filmed 
series it has sponsored for the last 
three years. 

Wilson has sponsored only “Dr. 
Hudson’s Secret Journal” in as 
many as 29 selected markets since 
it first went into tv in 1955. Next 
year, the meat packer will sponsor 
“San Francisco Beat,” “Decoy,” 
“Harbor Command,” “Sheriff of 
Cochise,” “Highway Patrol,” “Per- 
son to Person,” “State Trooper,” 
and “Badge 714,” in addition to 
“Dr. Hudson,” which will run in 
only two markets. 

Mark Cox, director of advertis- 
ing, public relations and sales pro- 
motion, said he had been told by 
the producers of “Dr. Hudson” that 
no new films would be produced, 
and that the older films would be 
sold as re-runs. 


s “We decided to buy many shows 
in the various markets because we 
could find no other single vehicle 
in which we had the same confi- 
dence we had in the ‘Dr. Hudson’ 
series,” Mr. Cox said. “‘Dr. Hud- 
son’ did a wonderful job for us.” 

Mr. Cox said that he expected 
the other tv films to do a good job 
for Wilson, pointing out that six 
of the shows are among the top 
ten, according to Pulse. 

Mr. Cox told ADVERTISING AGE 
that Wilson will invest about $1,- 
000,000 in television in 1958—about 
as much as the company spent this 
year. Wilson this year invested 
25% of its media ad dollars in tv. 
Newspapers got 35%, magazines 
20%, newspaper supplements 10%, 
business publications 5%, and ra- 
dio and outdoor, 2.5% each, Mr. 
Cox said, # 
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Western Agency 
Buy Is Compton's 
Third on Coast 


Acquisition Hikes 
Burgeoning Compton’s 
West Coast Billing 33% 


Los ANGELES, Dec. 11—Compton 
Advertising has acquired the 
Western Advertising Agency, in- 
cluding all personnel and accounts, 
effective Jan. 1. Western had bill- 
ings of approximately $1,000,000, 
mostly in industrial accounts, 

With the acquisition, Compton 
now has a staff of 49 in Los Ange- 
les and San Francisco, with West 
Coast billings in excess of $4,000,- 
000. 

Temporarily the combined Los 
Angeles operation will occupy 


present Compton quarters, with a || 


move to new and larger offices 
planned in the near future. 


® Edwin E. Keller, president of 
Western, becomes a vp of Comp- 
ton, a member of the Los Angeles 
plans board and supervisor of 
Compton’s West Coast industrial 
account division. W. H. Hunt is 
Los Angeles manager for Compton. 
This is the third West Coast ex- 
pansion move by Compton in the 
past year and a half. In April, 
1956, W. H. Hunt & Associates, Los 
Angeles, was acquired. In June, 
1956, the agency took over the 
Biow offices in San Francisco. # 


Pine Group Sets 
Drive for ‘Miracle’ 
Material—Wood 


PORTLAND, ORE., Dec. 11—A mag- 
azine campaign next year will tell 
millions of readers about a “mir- 
acle” material for home building 
and remodeling that will not rust 
or corrode and can be painted, cut, 
sawed, glued, and chiseled. 

The material is wood—to be 
more specific, western pine region 
wood. 

In 1958, Western Pine Assn. will 
use the biggest campaign in its 
history to show both builders and 
do-it-yourselfers the many advan- 
tages of the 10 major woods pro- 
duced by members’ mills. 

The association began advertis- 
ing in 1924. It may have set a 
record by advertising successfully 
to consumers and to the trade dur- 
ing that period without changing 
either its objectives or agency, 
N. W. Ayer & Son, Philadelphia. 

More than 30 consumer and 
trade publications, plus _ several 
home building annuals and semi- 
annuals, are on the 1958 list. 


s The consumer schedule includes 
American Home, Better Homes & 
Gardens, Living for Young Home- 
makers, Popular Mechanics and 
Popular Science. Half-page sizes, 
some in four colors, are scheduled. 

The four-color ads feature a 
living room designed by Ving 
Smith that shows how woods from 
the western pine region can be 
used to give a spacious family area 
personality and warmth, 

Consumer ads also will carry an 
offer of a booklet featuring both 
contemporary and traditional ideas 
in building, decorating and remod- 
eling. Similar offers made in the 
same way in past years have 
pulled more than 1,500,000 inquir- 
ies into the association’s headquar- 
ters. ' 

One ad that will be repeated this 
year is a b&w photo of a bookshelf 
desk. This ad pulled 18,000 in- 
quiries when it first ran, in 1956. 
Re-run in February, ’57, it pulled 
19,500 inquiries. + 


S. R. Bernstein 


Cuicaco, Dec. 12—Effective 
Jan. 1, Sidney R. Bernstein, edi- 
tor of ADVERTISING AGE, will be 
advanced to the post of editorial 
director of that publication. He 
will be succeeded as editor by 
John H. Crichton, presently ex- 
ecutive editor. 

Mr. Bernstein will continue 
as vp of Advertising Publica~- 
tions Inc. and editorial director 
of Industrial Marketing and 
Advertising Requirements, in 
general charge of editorial ac- 
tivities on all of the company’s 
publications. He will continue 
his headquarters in Chicago. 


= 


John Crichton 
Bernstein, Crichton in New Posts as 
Vets Move Up on AA Editorial Statf 


Day-to-day editorial opera- 
tions on ADVERTISING AGE will 
be directed by Mr. Crichton, 
who will maintain his head- 
quarters in New York, and by 
Jarlath J. Graham, managing 
editor, with headquarters in 
Chicago. James V. O’Gara, sen- 
ior editor on the New York 
staff, will assume management 
of New York editorial activities. 


# All are veteran members of 
the ApverTIsING AGE staff. Mr. 
Bernstein has been with the 
publication since its inception 
in 1930. He served as managing 


J. J. Graham 


James O'Gara 


editor from 1932 until he was 
named editor in 1938—the only 
person who has ever held that 
title on the publication. Mr. 
Crichton joined the Chicago 
staff of ApverTiIsiInc AcE in 
1941, subsequently being named 
Washington editor. Following 
service with the Navy as a Lt. 
(jg) in World War II, he re- 
joined the AA editorial staff in 
New York in 1946, and has been 
executive editor since 1949. 

Mr. Graham joined the AA 
staff in 1950 as an associate edi- 
tor, and was named managing 
editor in 1953. Mr. O’Gara 
joined the New York editorial 
staff in 1950 as an associate 
editor, and was named senior 
editor in 1956, # 


Most Store Displays in 
Double-Yule Village 


By Don Morris 

VickssurRG, Muicu., Dec. 11— 
There’s ground for neither rejoic- 
ing nor despair for marketers in 
the example of this two-Christmas 
town. Vicksburg is the village 
which last summer announced it 
was celebrating Christmas in July 
—to get away from what was de- 
scribed as over-commercialization 
of the occasion. 

Celebrating Christmas in July— 
and ignoring it in December— 
might have meant a waste of mil- 
lions of dollars of advertising in 
the fall, and it might have meant a 
smaller volume of sales of un- 
promoted goods in the summer. 

The New Yorker, in its Dec. 7 
issue, fostered such a belief by 
asking editorially whether Vicks- 
burg is really suffering from its 
de-commercialization move—miss- 
ing the fun of the wintertime 


Son ee ees | ee ao 


eee Ones na an Pane Gare Lamee Summne 


DECOR—Western Pine Assn.’s 1958 
campaign includes this color page 
in American Home, February; Bet- 
ter Homes & Gardens, March; 
House & Garden Book of Building 
and House Beautiful Building 
Manual, spring editions. 


Despite July Christmas, Yule Trade 
Moves as Usual in Vicksburg, Mich. 


National Brands Keynote | Christmas, now approaching. 


® Actually there is no cause for 
such alarm. It seems that Vicks- 
burg never intended to abandon 
gift giving and turkey dinners at 
the December Christmas time. All 
it wanted was to move the reli- 
gious holiday to a safe distance at 
the other end of the calendar. Car- 
ol singing, Christmas sermons, the 
pealing of bells, etc., are what oc- 
cur in July. 

On the other hand, there is no 
cause for great joy, such as might 
have been occasioned by the head- 
line in the Dec. 8 Detroit Free 
Press, which read: “2 Christmases 
a Year.” 

Two Christmases a year might 

(Continued on Page 93) 


15 Pocket Books on 
December List Will 
Carry Bound-in Ads 


New York, Dec. 11—Time Inc., 
Book-of-the-Month Club and 
Reader’s Digest Condensed Books 
are among advertisers which have 
contracted to use couponed ads 
in Pocket Books titles. 

15 December titles 


issued by 


Life, Time and Sports Illustrated. 

Bound-in ads appear in reprints 
of “Compulsion,” “The Tribe That 
Lost Its Head,” “The Day the 
Money Stopped,” “The Voice at 


the Back Door,” and mysteries by | 
|Erle Stanley Gardner and Ellery | 


| Queen. 

| The bound-in ads were said to 
represent the second step in the 
development of paper-bound books 


- |as an ad medium. The first con- 


sisted of loosely inserted coupons. 

Other advertisers now under 
contract include the Literary 
Guild, Dollar Mystery Guild, Dol- 
lar Book Club, Classics Club, De- 
tective Book Club and a number 
of Walter Black Book Clubs. 

The four-color page rate is $5.50 
per 1,000. The guarantee is at least 
| 500,000. + 


Consent Decree 
Forbids Safeway 
to Sell Below Cost 


WASHINGTON, Dec. 11—The sec- 
ond of two anti-trust cases to pre- 
vent Safeway Stores Inc. from 
engaging in price wars was termi- 
nated today as the food chain ac- 
cepted a consent settlement which 
seeks to prevent it from selling 
below cost. 

Previously, Safeway had been 
fined $187,500 in a criminal case 
which charged that stores had been 
operated on a below-cost basis in 
Texas and New Mexico in order 
to injure competitors. 

Under today’s consent settlement 
of the civil anti-trust case, Safe- 
way must not engage in “geograph- 
ical price discrimination for preda- 
tory purposes,” and it must not 
require its personnel to achieve an 
arbitrary quota of the total busi- 
ness in any area. 

Among other things, the decree 
specifies that Safeway must sell or 
close any of its stores that are 
found to be violating the decree. 

Anti-trust chief Victor Hansen 
termed the case one of “consider- 
able magnitude.” He said his staff 
is particularly concerned about 
“predatory practices and growing 
concentration” in the food industry. 


NEW APPROACH— 
Latest Edsel 
newspaper ad 
abandons the low 
key approach to 
point up the 
driving perform- 
ance of the car. | === 
Former ads fea- : 
tured the Edsel 


little else. Foote, | = % 
Cone & Belding is 5 


name, a picture | Setar Sima 
of the car, and | =e 


Fatt's Mention 
of Crest Loses 


Kolynos Account 


Broadcast Misstep Also 
Cancels Two Whitehall 
Products Going to Grey 


New Yorxk, Dec. 12—The most 
expensive tooth brushing in history 
took place on the morning of Dec. 3 
in the Park Ave. apartment of 
Arthur C. Fatt, president of Grey 
Advertising. 

That evening he told “Nightbeat” 
television interviewer Howard 
Whitman that he had used Crest 
toothpaste in the morning (AA, 
Dec. 9). 

By the end of the week Grey had 
lost the $300,000 Kolynos tooth- 
paste account, picked up three 
years ago from Biow-Beirn-Toigo. 

Along with Kolynos went two 
unnamed test products on which 
the agency had not yet commenced 
billing. Whitehall Pharmacal Co. 
has six other agencies besides Grey, 
but the Kolynos successor will be 
a seventh agency—one which has 
been working quietly for Whitehall 
for some time and is not among the 
current listed agencies. Announce- 
ment is expected in about two 
weeks. 


s Richard G. Retting, vp in charge 
of advertising for Whitehall, de- 
clined to make any comment about 
the sudden departure of Kolynos 
and the test products, and Grey of- 
ficials were exhibiting an under- 


(Continued on Page 54) 


Revised Edsel 
Push Uses Mail, 
‘Test-Drive Ad 


Car Maker Feels It’s 
Pinpointed Its Market; 
Hails Market Share Won 


DEARBORN, MicH., Dec. 11—Ed- 
sel division of Ford Motor Co. 
hopes to put 500,000 prospects be- 
hind the wheel of its Edsel for test 
drives in December and January 
in its newest push to increase sales. 

The 500,000 potential customers 
are the goal of Edsel’s 60-day 
“Showtime on the Road” cam- 
paign, which marks a departure 
from its low-key introductory 
campaign begun in September. 

Sales of Ford’s newest entry into 


(Continued on Page 46) 


| | Like the man* says, 


|Pocket Books contain four-color | 
gatefolds and four-color spreads | 
for advertisers. Time Inc. took a | 
|gatefold to push subscriptions to 


you have to get behind the wheel 


From the pages of Automotive News, 
authoritative industry newspaper, Comes this impartial 
report on the newest car in the world 


the agency. c= < seeded 
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No Ad ‘Package’ to 
Result in ‘Inquirer’ 
Buy of ‘Daily News’ 


PHILADELPHIA, Dec. 10—The Phil- 
adelphia Inquirer, in a whirlwind 
period of negotiations which lasted 
48 hours, purchased the Philadel- 
phia Daily News, afternoon tab- 
loid, last Sunday Dec. 8. The price 
paid for the News was not dis- 
closed. 

Acquisition of the News, which 
had been bought by Matthew H. 
McCloskey, millionaire contractor 
and Democratic politician, in 1954, 
was actually made by Triangle 
Publications, parent firm of the In- 
quirer, TV Guide, Seventeen and 
the Morning Telegraph. 

The Daily News will continue to 
be published as a tabloid and there 
will be no immediate effort to sell 
the Inquirer and the News as a 
combination advertising package. 

The Daily News masthead of 
yesterday was changed to read 
“Published by S. R. B, TV Pub- 


lishing Co., Inc.” This is a wholly 
owned subsidiary of Triangle Pub- 
lications, which has been partly 
active in the publication of TV 
Guide. 

The previous publisher, J. David 
Stern Jr., who came to the News 
last Jan. 1 while remaining as pub- 
lisher of the New Orleans Item, 
resigned the night of Dec. 8 when 
the announcement was made by 
Walter H. Annenberg and Mr. Mc- 
Closkey. 


® The Inquirer will continue to 
publish the News as an afternoon 
paper on a six-day basis, ADVER- 
TISING AcE learned. The present 
weekend, or Sunday, edition will 
be discontinued in a week or two, 
as will the early morning edition 
the News has been publishing for 
about 18 months. 

AA also learned that the pres- 
ent plant, which includes new 
presses installed by Mr. Mc- 
Closkey shortly after he took over 
the paper and completely renovat- 
ed offices, will be maintained by 
Triangle. 


While Mr. Annenberg will be 
operating head of the News, other 
executive personnel will be active- 
ly in charge, AA learned. Appoint- 
ments of publisher, advertising di- 
rector, etc., have not as yet been 
made. 

An estimated 50 people in the 
advertising and editorial depart- 
ments of the News have been 
released, with business and adver- 
tising units hardest hit. 

Bernard A. Bergman, editor, and 
Ray Hunt, managing editor, are 
continuing to direct the editorial 
departments. + 


Cauchos Names Criswell 

Richard B. Criswell has been 
promoted to advertising and sales 
promotion director of Cauchos 
General & Productos General, 
Caracas, the Venezuelan subsidiary 
of General Tire & Rubber Co. 


Hewitt Named to Exec Group 

Anderson F. Hewitt, senior vp of 
Kenyon & Eckhardt, New York, 
has been named to the agency’s 
executive committee. 


ot We Ble Tee! 


PACIFIC NORTHWEST NEWSPAPERS 


Major newspaper linage for year 1956 (daily and Sunday) 
as measured by Media Records, Inc. 


TACOMA SEATTLE 
Post- 
News Tribune* Intelligencer Times 
"SEA SE 13,154,635 9,980,894 15,919,214 
General Display............................ 2,563,842 2,626,384 3,625,854 
Automotive Display..................... 1,286,468 967,145 1,114,763 
Financial Display ....................... 263,489 307,084 274,085 
I ooo 0... coseecsiussvens 17,268,434 13,881,507 20,933,916 
IE LEA eck Las dabicsnewrcnsdsubgeen 5,045,231 6,457,215 8,090,666 
I sesacndick cesieusecnes nensiscedinhaul 120,238 50,524 31,993 
TOTAL LINAGE......................... 22,433,903 20,389,246 29,056,575 
SPOKANE PORTLAND 
Spokesman 
Review Chronicle Oregonian Journal 
Retail Display.............. 9,247,982 7,413,770 14,585,193 12,088,232 
General Display........... 2,263,038 1,989,072 3,470,414 2,383,495 
Automotive Display... 1,080,050 989,158 1,093,977 976,373 
Financial Display........ 189,635 171,470 187,540 150,877 
Total Display........... 12,780,705 10,563,470 19,337,124 15,598,977 
= 4,454,512 2,911,845 8,393,650 4,374,075 
a 3 lle 29,695 108,249 26,907 21,890 
TOTAL LINAGE......... 17,264,912 13,583,564 27,757,681 19,994,942 


SPECIAL NOTE: 


Group roto supplement and Sunday color comics deducted 


*News Tribune gained 691,091 lines in 1956, greater by 170,890 lines than 
any other newspaper listed above, with one exception. 


THE TAG@ 


Circulation Over 83,000 


EWS‘ TRIBUNE 


TACOMA, WASHINGTON 


Represented by Sawyer-Ferguson-Walker Company, Inc. 
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‘Subliminal’ ads on radio? WAAF, Chi- 
cago, tests ads whispered during broad- 
cast of a record in experimental try- 
out. Admen are still uncertain about it, 
however Page 2 


Five Lewis Edwin Ryan accounts go to 
two agencies as Ryan agency plans to 
close. Four accounts go to Ketchum, 
MacLeod & Grove and one to Robert 
BE. GARADBO JE. ccecncscceesccecccsevsersesesescssees Page 2 


Fletcher D. Richards Ine. joins forces 
with Dillon-Cousins & Associates, thus 
expanding its international advertising 
field into the Latin Americas ...Page 2 


“Brad-Vern's Reports,”” expanded and im- 
proved, will continue to be published 
by its founder, V. H. Van Diver Sr., it 
is reported. ABP plans to form advisory 
committee to the reports 


Grove Laboratories signs consent agree- 
ment with Federal Trade Commission 
that it will not give some customers 


better terms than it gives to com- 
ND Secnceceneesememneeimnnrenniitay Page 2 
Two majer busi blicati 100- 


year-old Shoe & Leather Reporter and 
20-year-old Textile Age—suspend pub- 
lication Page 2 


American Research Bureau plans an in- 
stantaneous rating service. Electronic 
system can let performer know just 
how well he is holding his audience 
while the show is still in progress Page 2 


Wilson & Co. will invest its television 
dollars next year in nine syndicated 
film series instead of the one it is using 
this year 


Compton Advertising acquires Western 
Advertising Agency, including all per- 
sonnel and accounts, effective Jan. 1, 
thus increasing its billing by 33% Page 3 


Advertising Age announces personnel 
changes, with S. R. Bernstein becoming 
editorial director and John Crichton ed- 
itor Page 3 


Despite having two Christmases this year, 
Vicksburg, Mich., is a cause of neither 
joy nor despair for marketers, since the 
town used its mid-summer Christmas 
for religious celebration only, but con- 
tinues its Yule buying at the December 
Christmas 


Pocket Books will have ads in 15 of the 
books on its December list ............ Page 3 


Page 2 


Highlights of This Week's Issue 


Safeway Stores enters into consent agree- 
ment with anti-trust division of the De- 
partment of Justice to keep from selling 
below cost Page 3 


Edsel seeks to put 500,000 test buyers be- 
hind the Edsel wheel in December for a 
test drive in December and January in 
its new direct mail push to pinpoint its 
market 


Arthur Fatt, Grey Advertising head, tells 
radio audience he used Crest toothpaste 
that morning; his agency loses the 
Kolynos account by the end of the 
week ......... Page 3 


Majer metropolitan newspapers’ chief 
problem is in not convincing auto deal- 
ers that they have penetration of sub- 
urbia, Louis Hagopian, Plymouth ad 
Nhead, tells BrOUP 2.......ccccccccccccseeeeeeneee Page 21 


Turner-Smith sues Western TV for breach 
of contract es Page 24 


Nielsen outlines eight common errors in 
market testing, including overspending 
in test market, failure to measure total 
market and all possible sales-influenc- 


Re TRI anicttecteserencenemententinieenel Page 27 
Chevrolet brings its total radio newscast 
to 22 with new radio buy ........... Page 4 


Too much packaging research is done out 
of context, Walter Landor, industrial 
,  { eee Page 34 


Business will slide slightly, then rise 
‘slightly in 1958, Newsweek says Page 36 
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billion annual retail sales! 
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“This is the size we use for the 
Growing Greensboro Market!" 


As good for consumers as a daily glass of vitamin-filled tomato 
juice, the News and Record is a healthy medium for adver- 
tisers too! Put pep and energy in your sales program with a 
schedule in the newspaper that covers this rich, diversified 
market. Over 100,000 circulation daily—Over 400,000 readers 
daily! Our 12-county ABC Retail Trading Area has 1/6 of 
North Carolina’s population and accounts for 1/5 of the $4 


Only medium with demieant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 7 
Greensboro — A we 
News and Record —T 

* GREENSBORO, NORTH CAROLINA oy ° 
bd Represented by Jann & Kelley, Inc. e 
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SPORTS ILLUSTRATED has started a mid-century market- 
ing revolution. Families today have more opportunity for 
recreation, and the magazine’s many programs of “selling 
with sport” have enabled merchants to dramatize their wares 
as rarely ever before. 


£ gS ig ‘ é j PS are, 3 .% a Bh TR et 
Sport, especially when joined by the skill and good looks of 
some one such as Champion Ann Marston, becomes well-nigh 
irresistible as a marketing force. Here, at J. L. Hudson's 
Northland, Ann draws her deadly accurate bow for the 
delight of shopping crowds. 


EL TIMAMUIUUUTTTAUAAAAUAN ANAM 


“Selling with sport” has all the pleasing persuasiveness of an 
expert salesman. More than 8,000 tie-in windows such as this 
have sold almost every conceivable product for retailers the 
length and breadth of the U. S. during 1957. 


; ~ 4 

= Today SPORTS ILLUSTRATED offers you (in addition to 
800,000 of the best consumer families ever assembled) one 
sound assurance of predictable success: merchandising accept- 
ance at every level of distribution. 


Wlut a s ng 


... the marketing impact of SPORTS ILLUSTRATE 


MEO Alpen 


2 agg ty 


betes an 


pe 


oeeaaes % Ps 
a een paints 44 eae 
is om 
sae 
ty 


ee 


Said Filene’s Sales Manager Harriet Wilinsky, after a recent 
SPORTS ILLUSTRATED promotion: “Anyone who reckons 
today without sport as a motivational force, for selling to 
women as well as to men, would probably be somebody's 
ancestor.” 


Designers Bill Atkinson and Sydney Wragge display their 
American Sportswear Design Awards to the fashion indus- 
try’s “400,” at the second annual ASDA dinner, initiated and 
sponsored by SPORTS ILLUSTRATED. Leading retailers 
choose the winners, promote their designs. 


experts alike, so are its editors looked up to as authorities. 
Here Sporting Look Editor Fred Smith speaks to 1,000 mem- 
bers of the National Outerwear and Sportswear Association. 


The brightest new editorial product on the Amer- 
ican scene is also the most remarkable marketing 
innovation of this decade. 


Sport has color, action, variety, famous names, 
fun. “Selling with sport” starts right out at your 
opening sales meeting; continues right on down 
the sales stream of your regional sessions; your 
direct mail; your advertising; your distributor and 
retail and point-of-sale promotion. 


And SPORTS ILLUSTRATED serves adver- 
tiser and merchant as a focal point around which 


SPORTS ILLUSTRATED 


wt teen eens 
“A bargain-sized Olympics”—the SPORTS ILLUSTRA TED- 
Cross County Shopping Center promotion—one of four such 
major Sports Festivals during 1957. These million-dollar cen- 
ters reaped acres of publicity, won new customers, set new 
traffic and volume records. 


Electric’s sales meeting, to kick off GE’s Fall 1957 “Sportstacu- 
lar” TV promotion. With 6 pages in SI to spearhead the 
offense, GE marched on to one of its “most successful promo- 
tions ever.” 


In these competitive times when merchants “must build an 
identity with their customers’ major interests, SPORTS 
ILLUSTRATED has been a bridge to the enjoyable world 
where millions of families live, entertain, travel, play. 


“selling with sport” can operate with predictable 
success. 


Recognizing this, more than 600 advertisers now 
use SPORTS ILLUSTRATED’s pages to reach 
the 800,000 active families who read the magazine 
each week. 


SPORTS ILLUSTRATED is in the middle of 
the fast-moving current of American marketing. 
Right now is the perfect time for you to assign 
America’s contemporary class magazine to do your 
selling for you in the competitive months ahead. 
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This Week in Washington... 


Sell Softer in Missile Ads, Says U. S. 


By Stanley E. Cohen rity desk. 

Washington Editor Inasmuch as all three services 
WASHINGTON, Dec. 12—Since the|are in a deadly competition to 
Vanguard satellite failed to live|dominate “space age” defense, it 
up to its advance publicity, the | would probably be unprofitable to 
administration has become acutely |try to single out a scapegoat. So 
uncomfortable about overselling its |the solution, it appears, will be 
progress on missiles. As a result,|to clamp down across the board 

Pentagon top brass passed the|and “keep everybody in line.” 
word this week that security of- 


glow disappears from ads which | nies may have a less exciting story 
defense contractors buy to tell to tell. Clearance will be particu- 
about their guided missiles. \larly difficult for ads about mis- 

Allegedly, there has been a big/siles which are not operational, 
breakthrough in the use of glib|and every effort will be made to 
copy which implies that weapons |eliminate any word which implies 
are farther along than they actual- |that a weapon is ready when it is 
ly are in some cases. Presumably | still in the testing stage. The 
this happened with the consent of | watchword henceforth, says one 
the service sponsoring the weapon, | official, will be “Stop bragging 
since the ads all pass over a secu- ‘until you’ve got it.” 


No one will be stopped from ad- | 
ficers had better see that the rosy | vertising, although some compa- 


Baseball's 
to broaden 


| Baseball TV 


the 
Worries House telecasting of big 
league games in- 
|to minor league territory next sea- 
|son drew growls this week from 
two top members of the House 
judiciary committee. 

Rep. Emanuel Celler (D., N.Y.), 

the committee chairman, and Rep. 
Kenneth B. Keating (R., N.Y.), 
ranking Republican on the com- 
mittee, both charged that Sunday 
broadcasts of big league games 
would result in further reductions 
|in minor league attendance. 
They implied Congress might 
|lose patience with the big leagues 
if they took any further steps to 
weaken the minors. 


Apparently the 
Probe of FCC Federal Com- 
Is Sidelined munications 

Commission must 
jawait its turn before facing the 
dreaded investigation of the Moul- 
|der committee. 
| Since last summer, this special 


plans | 


Advertising Age, December 16, 1957 


committee of the House has been 
seeking to determine whether 
regulatory agencies get “captured” 
by the industries they are set up 
to regulate. Investigators have 
been combing through records of 


ithe networks, the commissioners 


and the National Assn. of Radio 
& Television Broadcasters, and 
there is no doubt that FCC’s rela- 
tions with tv “fat cats” will be a 
prime area of study. 

Nevertheless, it is now believed 
that the committee will sharpen 
its lance on another agency first 
—the Securities & Exchange Com- 
mission, Reportedly the Moulder 
committee thinks it has a conflict 
of interest case involving an SEC 
member, which will be ready for 
public hearing before the staff 
study of FCC is completed. 


The Justice De- 
Anti-Trust partment’s anti- 
PR Push Seen trust division can 
expect more top 
level attention, now that William 
P. Rogers has taken over as At- 


You will find your 


NEW MARKETS... 


where buyers look for 


NEW PRODUCTS! 


Where do they look? 


Every month 70,000 product selectors in the top 40,000 
establishments look in the publication which originated 
systematic new product reporting in 1933. 


The news of new products has long been the best read 
department in industrial papers. 


But until Industrial Equipment News showed the way, 24 years 


ago, new product reporting was given secondary treatment. 
Every day an average of 10 major new products is launched. 


Each one of these is promptly, clearly, and fully illustrated 
and described — in IEN. 


No other publication reports as many (300-plus per month) 
or describes them so comprehensively. 


That's why the most discerning buyers and specifiers look 
first in IEN . . . and need look no farther. 


Because Industrial Equipment News is first choice of buyers 
in product-finding, that makes it first choice of advertisers in 
market-finding. 


1,500 advertisers buy approximately 10,000 ads a year in 


IEN to find NEW markets, while back-stopping and amplifying 


other media in existing markets . . 
to $175 a month. 


DETAILS? 
Ask for IEN'S NEW Medio Data File folder— 


. at a cost of only $165 


Thomas Publishing Company 


GD _.461 Eighth Avenue, New York I, N.Y....Affiliated with Thomas Register 


torney General. In the past, the 
anti-trust division usually func- 
tioned somewhat autonomously, 
because the Attorney General often 
found himself absorbed with con- 
troversies involving more immedi- 
ate political implications. 

But the new Attorney General 
says he hopes to stage an organized 
effort to make the public aware 
of the tangible benefits which re- 
sult from good anti-trust enforce- 
ment. He is likely to make a num- 
ber of speeches on anti-trust 
policy, and his new chief of infor- 
mation, former New York Times 
reporter Luther Huston, can be 
expected to make more informa- 
tion about anti-trust activity avail- 
able to the press and the public. 


A little more de- 


Faster Mail tail about the 
Sorter Tested Post Office De- 
partment’s plan 


for an electronic mail sorting ma- 
chine came into the open this week 
at a meeting of electronic compu- 
tor people. According to Bureau 
of Standards technicians who are 
inventing the machine for the Post 
Office, the electronic sorter will 
handle 30,000 letters hourly, sort- 
ed for 1,000 destinations. This com- 
pares with 3,000 hourly for 400 
destinations on the Dutch machines 
which are being tested in the post 
office at nearby Silver Springs, 
Md. 

Bureau of Standards technicians 
are optimistic about their chances 
of ultimate success. However, they 
concede, the electronic sorter will 
not be ready for production for 
another three years. 


The Census Bu- 
If He ‘Has reau says it has 
Everything’ the perfect gift 

suggestion for the 
research-minded individual. In a 
timely press release which was dis- 
tributed this week, it asks: “Why 
not a statistical abstract for Christ- 
mas?” 

The 1957 edition, still in print, 
contains more than 1,000 tables 
and charts covering hundreds of 
subjects, the release explains, and 
makes a perfect gift for statisti- 
cians or students who are con- 
cerned with facts, You’ll have to 
act fast, however, to have it on 
hand in time for Christmas. “1957 
Statistical Abstract of the U.S.” 
must be ordered for $3.50 from 
the Superintendent of Documents, 
Government Printing Office, 
Washington 25, D.C. # 


Mahoney & Howard, 
N. Y. Agency, Folds 


New York, Dec. 12—Mahoney & 
Howard Inc., five-year-old adver- 
tising agency, located at 107 E. 
38th St., has been assigned for the 
benefit of creditors. The agency is 
no longer in business. It has about 
30 creditors, with liabilities esti- 
mated at between $40,000 and $50,- 
000. Creditors include media and 
suppliers. Assets are not known. 

The agency’s difficulties, ac- 
cording to its president, Al How- 
ard, were brought on by cutbacks 
in its largest account, plus collec- 
tion litigations it has been pursu- 
ing against three other accounts. 
Mahoney & Howard has been bill- 
ing around $250,000, he reported. 

Mr. Howard is currently nego- 
tiating an arrangement with an- 
other agency, included in which 
will be the servicing of several ac- 
counts formerly at Mahoney & 
Howard. # 


Dietrich Voted President 


A. O. Dietrich, sales promotion 
manager of Minneapolis-Honey- 
well Regulator Co., has been elect- 
ed president of the new Twin 
Cities chapter of the national Sales 
Promotion Executives Assn. Other 
|officers are Fred S. Johnson, Wey- 
|erhauser Lumber Co., vp, and Wil- 
ber G. Anding, Trans World Air- 
| lines, secretary-treasurer. 
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€ sade ecemtper 
even better than mn Mey 
se; 


We’re here to do some eulogizing 
Of our friends in advertising. 


Three cheers for you— Hip! Hip! Hooray! 


You’ve made us what we are today! 


We’ve counted this year’s revenue 
(A lot of totting, thanks to you). 


It’s over $90 million—whee! — 
The best year in Post history! 


We’ve also (publisher’s estimation) 
Hit new highs in circulation. - 


The numbers are round, the figure is rousin’— 
Five million, five hundred and fifty thousand! 


And please don’t think us egotistic, 
But here’s one more stalwart statistic: 


One eighty-seven new advertisers! 
(We’re happier than tranquilizers! ) 


Yes, friends, you’ve made old °57 
A Post man’s fifty-seventh heaven! 


You took to heart the sound essentials 
On Post readers—Influentials. 


Millions—north, east, west and south— 
Who help you sell by word of mouth. 


Folks who talk up what they read 
In the Post—and others heed. 


Folks on every income level, 
Leaders, active as the devil. 


— 


, ZA : 
ee. ee <a } . 


ta ~~ (A . ° 
FY (a These Influentials make the Post 
> ws || > 


/ | \ The weekly that gives you the most. 


But you know this, that’s obvious— 
The way you’re placing ads with us. 


So *nuff said, we'll just end our rhymes 
With “thank you””—90 million times! 
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Views in Conflict 


on New Free List 
Auditing by ABC 


(Continued from Page 1) 
years because of the bureau’s re- 
fusal to audit unpaid circulation. 

ABC’s move was generally hailed 
with enthusiasm by people in the 
advertising field. The general feel- 
ing was that advertisers and agen- 
cies will be satisfied with the ad- 
ditional data on unpaid circulation, 
although the data will not be near- 
ly as complete as information for 
paid subscribers, which includes 
occupational breakdowns on sub- 
scribers, 


# In New York, Harold A. Wilt, 
business paper media buyer at J. 
Walter Thompson Co. and former 
chairman of the media practices 
committee of NIAA, who earlier 
told ADVERTISING AGE that the ac- 
tion by the ABC board in voting to 
audit unpaid circulation was a ma- 
jor step forward (see story on 
Page 68), said, on reflection, that 
the proposal does not really go far 
enough. 

It is misleading, he said, because 
the proposed audit of fixed free dis- 
tribution will not give a full anal- 
ysis of readers on the free list, who 
receive a magazine, in any way 
comparable with the analysis on 
the paid lists. In short, Mr. Wilt 
said, the proposed audit of free dis- 
tribution of ABC publications will 
not enable a media buyer to com- 
pare it with paid distribution in the 
same audit. This point, he suggest- 
ed, should be cleared up for every- 
body’s benefit. 


# William K. Beard Jr., president 
of Associated Business Publica- 
tions, said that “the ABC release 
sounds like an abdication of a basic 
principle, because the fact is not 
stressed that unpaid circulation 
will be audited without occupa- 
tional or geographic breakdowns. 
ABP regards this as a constructive 
and forward move by ABC because 
it still retains the sound principles 
of a paid circulation audit.” 


= Tom Haire, president of Haire 
Publishing Co., New York, a mem- 
ber of the ABC board and former 
chairman of ABP, told ADVERTISING 
AcE that the auditing of unpaid 
distribution of business papers by 
ABC will help buyers of advertis- 
ing by isolating the various cate- 
gories of unpaid circulation and 
by gi@ing a tally of what publish- 
ers are doing to build their circu- 
lation lists. 

Asked whether the change in 
ABC policy could be construed as 
a greater acceptance of the value 
of unpaid distribution by ABC, Mr. 
Haire said, “No. It maintains the 
essential difference between paid 
and unpaid. It clarifies the differ- 
ent categories of unpaid so an ad- 
vertiser may know how many of 
the unpaid total are fixed free, how 
many are rotational, how many are 


distributed at shows and conven- | 


tions, and how many are sent to 
advertisers and agencies or used 


by the publisher within his own) 


organization. This information was 
never available before in this 
way.” 


# Will it tend to increase the 
amount of unpaid distribution 
among ABC members? 

“I don’t know,” Mr. Haire said, 
“but I don’t think so. I doubt it 
very much.” 

This is limited to business pa- 
pers only at present, but is there a 
likelihood that it may be extended 
to other categories? he was asked 

“I doubt it,” he said. “Business 
papers are the only ones that have 
a problem of this kind.” 

Mr, Haire emphasized that he 


circulation at present... 


How Audit Bureau Form Will Change 


Here is how the Audit Bureau of Circulations breaks down unpaid 


| Advertisers, 
j All Other Unpaid 


eee ee ee neee 
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Pee eee eee ee eee ee Seer ee eee eee ee eee 


1A. AVERAGE UNPAID DISTRIBUTION (Subject to audit only for Total) 


we eeee 


berm norte 


down under the new setup... 


1. Checking copies * 
and arencies....... 

2. Free Lists 

Fixed Free (every issue . 

sent for six months or 


MOTEL ccceeseeerereeesescees 


a 


be Rotated or Occasional...... 


All other unpaid distribution. 
a. Staff covies (employees, 
editors, correspondents, 
SAlOSMON) oo esncsscseeess ° 
be. Promotion copies to adver- 
tisers and agencies....... 


Allocated for shows and 
CONVENTIONS. .ccecsessosece 


Ce 


a, Miscellaneous..... eeoccess 


TOTALS... .scesscccceseccs 


bw 


spoke as an individual publisher 
only, and that he had no authority 
or desire to interpret officially the 
action of the ABC board. 


s “This clears the air,” one pub- 
lisher told AA. “I don’t think any 
more detailed information will be 
asked for in the future because 
there is not enough of it to be worth 
while.” 

He added that only 35 of the 365 
business paper members of ABC 
distribute 75% of the free circula- 
tion of ABC business papers. “The 
new proposal will have little effect 
on most of the publishers,” he said. 

The same publisher said he 
thought the move would encourage 
many unaudited business publica- 
tions to join ABC. He pointed out 
that business publications can join 
ABC with only 50% paid circula- 
tion, and have three years to boost 
their paid portion to 70%. 

He expressed doubt that the 
business papers which quit ABC 
because of the bureau’s refusal to 
audit free circulation would seek to 
return to the fold. “I don’t think 
most of them could meet the 70% 
paid requirement,” he said. 


® “This is a health sign in ABC,” 
a top media buyer for a large Chi- 
cago industrial agency told AA. 
“We are glad to see someone take 
the bull by the horns. The more 
legitimate information on unpaid 
circulation we get, the better we 
will be able to judge a publica- 
tion.” 

Prior to ABC’s action last week, 
publishers were required to provide 
the bureau only with breakdowns 
of the number of free copies going 
|to prospective subscribers, adver- 
|tisers, agencies, prospective adver- 
|tisers and miscellaneous readers, 
and to furnish ABC with a total 
|}unpaid figure. ABC audited only 
the total figure. 
| Under the new proposal, which 
|becomes effective with the pub- 
|lishers’ statements for the six- 
|month period ending June 30, 1958, 
| business papers will be required to 
ido the following: 


|e Furnish ABC with a monthly 
|breakdown on the number of 
checking copies sent to advertisers 
and agencies. 


e Give ABC a monthly count of 
the number of copies on free lists. 
This includes fixed free lists (every 
issue sent for six months or more) 
}and rotated or occasional lists. 


e Provide a monthly breakdown 


These include staff copies (employ- 


Here is how the unpaid portion of the ABC report will be 


Jan. 


Feb. 


se 
es, editors, correspondents, sales- 
men); promotion copies to adver- 
tisers and agencies; copies for 
shows and conventions, and miscel- 
laneous copies. 


= All of the figures in the detailed 
breakdown will be audited by ABC. 
No other sections of the publisher’s 
statements were affected by the 
new ruling. 

ABC made it clear that the new 
proposal in no way lowers require- 
ments for membership in ABC. To 
be an ABC member, publications 
must have at least 70% paid cir- 
culation. 

An ABC spokesman described 
the new proposal as “one of the 
most progressive actions” in the bu- 
reau’s history. “The more detailed 
breakdowns of unpaid ciftculation 
will give the advertisers and media 
buyers much more information on 
where the free copies are going,” he 
said. # 


James Austin Is 
Named President of 
Northeast Airlines 


WASHINGTON, Dec. 12—James W. 
Austin, who has been vp in charge 
of traffic and 
sales of Capital 
Airlines, has re- 
signed to become 
president of 
Northeast Air- 
lines. 

While at Capi- 
tal during the 
past 11 years he 
supervised all 
sales and pro- 
motion activities, 
including the ex- 
tensive promotion which accompa- 
nied the introduction of turbo-jet 
Viscounts on Capital’s routes. 

He was responsible for adver- 
tising agency activity, and had the 
final say in Capital’s recent deci- 
sion to switch to Kenyon & Eck- 
hardt (AA, Sept. 30). # 


James W. Austin 


]. B. Clow to Reincke, Meyer 
James B. Clow & Sons, Chicago, 
has appointed Reincke, Meyer & 


Finn, Chicago, to handle its ad- 
vertising, effective Jan. 1. The ac- 
}count includes the cast iron pipe 
division, the plumbing supply di- 
|vision and two subsidiaries: Eddy 
Valve Co., Waterford, N.Y., and 


‘agency of record. 


Advertising Age, December 16, 1957 


Relentless Campbell 
Soups Invade More 
Culinary Regions 


(Picture on Page 1) 

CAMDEN, N. J., Dec. 12—Camp- 
bell Soup Co. will conduct a soup 
promotion in January highlighting 
its “Budget Beaters,” four meals 
that Campbell says are “low-cost, 
easy-to-prepare.” 

The four main dishes are Souper 
Burgers, Souper Scrambled Eggs, 
Souper Sandwich and Souper Cas- 
serole. Color page “Budget Beater” 
ads pushing the low cost theme 
will appear in Ladies’ Home Jour- 
nal, McCall’s, Progressive Farmer, 
This Week Magazine and other 
Sunday supplements. 


# Color page soup ads also will 
appear in American Home, Better 
Homes & Gardens, Capper’s Farm- 
er, Good Housekeeping, Life, Look, 
Parents’ Magazine, Reader’s Digest 
and The Saturday Evening Post. 

In-store promotion material for 
dealers includes a display piece, 
case cards, shelf talkers and tear- 
off recipe pads. Dealers also can 
obtain one- and two-column news- 
paper mats. 

Commercials on “Lassie” (CBS- 
TV) and “Colt .45” (ABC-TV), 
plus radio spots in 60 markets, will 
be used. 

Batten, Barton, Durstine & Os- 
born is the agency. + 


NIAA Abandons 
Controversial 
Media Data File 


(Continued from Page 1) 
Business Publications is highly re- 
garded, and is free to anyone who 
will use it. As an association, we 
will continue to promote the use 
of the form vigorously.” 

The form is a six-page question- 
naire developed by the NIAA me- 
dia practices committee over a pe- 
riod of 20 years. It is designed to 
standardize industrial media infor- 
mation. 

John C. Freeman, NIAA presi- 
dent, pointed out that “the file con- 
troversy has so obfuscated the basic 
idea, that its success would have 
been too expensive to obtain. In 
spite of the fact that some of our 
members are going to be disap- 
pointed by this decision, the ex- 
ecutive committee acted in their 
best interests.” 


s The executive committee, in a 
special motion, offered to assist any 
other groups, publishers, or asso- 
ciation in working out a method 
of providing advertising space buy- 
ers with qualitative media infor- 
mation. 

“As an association,” Mr. Sickler 
said, “‘we have had a good deal of 
experience and information to of- 
fer anyone genuinely interested in 
providing more complete data.” # 


Bowes Names Hollingsworth 

T. H. Hollingsworth has been 
named advertising manager of 
Bowes “Seal Fast” Corp., Indian- 
apolis, tire and tube repair service. 
Mr. Hollingsworth most recently 
handled public relations assign- 
ments for Tidewater Oil Co. and 
Bowes “Seal Fast” at the Indian- 
apolis Motor Speedway. He also 
has been publicity director of the 
Terre Haute Fairgrounds Speed- 
way and director of pr for the 
U. S. Auto Club. 


DDB Has American Export 
In the list of account changes 
carried in ADVERTISING AcE Dec. 9 


the movement of the $500,000 


| American Export Line account was 
‘Iowa Valve Co., Oskaloosa. Henry | 
of all other unpaid distribution.|M. Hempstead Co. is the previous | 


inadvertently reversed. Actually it 
went from Cunningham & Walsh 
jto Doyle Dane Bernbach. 


ae 


ute Brinkerhoff 
Brinkerhoff to Direct 
Chicago Y&R Office 


Cuicaco, Dec, 13—Robert H. 
Brinkerhoff, who has been vp and 
manager of the Chicago office of 
Young & Rubicam, will take over 
complete direction of the office, as 
vp in charge of the Chicago office. 
Mr. Brinkerhoff, who joined the 
agency in 1947 and has been a vp 
since 1953, replaces Eldon E. 
Smith, who has been serving in the 
dual capacity of director of the lo- 
cal office and manager of the Y&R 
merchandising department in New 
York. 

Mr. Smith will be reassigned to 
other management duties. # 


‘Missiles & Rockets’ 
Goes Weekly in July 


WASHINGTON, Dec. 11—American 

Aviation Publications Inc. today 
stepped up the pace in the rock- 
etry field by announcing that Mis- 
siles & Rockets will go weekly in 
July, 1958. 
The step was taken, according 
to Leonard Eiserer, exec vp of the 
company, in order “to try to stay 
out front” in a field where other 
publishers are bidding for atten- 
tion. 

Since it was founded in October, 
1956, Missiles & Rockets has built 
its circulation to 21,000 paid, aud- 
ited by ABC. Its January, 1958, 
issue will contain 90 pages of ad- 
vertising, compared with 57 pages 
in January, 1957. 


® Beginning in January, it faces 
competition from a new controlled 
monthly, Missiles & Aircraft Man- 
ufacturing, introduced by Chilton. 
A new monthly, Astronautics, also 
was introduced in the field by the 
American Rocket Society in July. 
And in January, Conover-Mast will 
begin publishing two separate edi- 
tions of Aviation Age, with one 
edition specializing in military avi- 
ation and rocketry. 

Among others in the field is 
McGraw-Hill with Aviation Week, 
covering both aviation and rock- 
etry. 

Subscription price of Missiles & 
Rockets will remain at $8 when it 
goes weekly, Mr. Eiserer said. A 
new frequency formula contem- 
plates issues devoted to news and 
features on alternate weeks. “Mis- 
sile Week Newsletter,” now of- 
fered at $50 per year, is to be in- 
corporated into Missiles & Rock- 
ets. 

Missiles & Rockets this week also 
became the 200th member of Na- 
tional Business Publications Inc. 
Another major publication of the 
same publisher, American Avia- 
tion, has been affiliated with NBP 
for several years. 

Leonard A. Eiserer, executive 
vp, and a member of the NBP 
board of directors, will be author- 
ized as voting representative for 
both Missiles & Rockets and Amer- 
ican Aviation. + 


Kepner Associates Gains One 
Bishopric/Green/Fielden Inc., 
Miami agency, has appointed 


Woody Kepner Associates, Miami 
public relations company, as pr 
consultant for all the agency’s cli- 
|ents wishing pr assistance. 
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Standardized 24 and 30-Sheet Posters —and Painted Bulletins 


ADVERTISING 


= — 
Outdoor Advert 


% 
oan 


Again in 1957—business and its 
| customers clearly demonstrated their 
: confidence in Outdoor Advertising: 


+ MORE NATIONAL MANUFACTURERS 
USED OUTDOOR! 


* MORE ADVERTISING AGENCIES BOUGHT 
OUTDOOR! 


- OUTDOOR ADVERTISING DOLLAR 
VOLUME REACHED AN ALL-TIME HIGH! 


* NATIONAL SURVEY REPORTS THAT 
THE OVERWHELMING MAJORITY OF 
CONSUMERS FIND OUTDOOR 
INFORMATIVE AND STIMULATING. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*National Urban Study by Daniel Starch & Staff 
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Extra benefit for LIFE 
advertisers...new 7-day 
closing for black and 


white and two color pages 


No national magazine has ever done it . . . until now. 


Effective with the issue of January 6, 1958, LIFE initiates a new 
fast-closing for black and white and two color pages—-7 days before 
“on sale” date. This service is available at a 10° premium to a limited 
number of advertisers in each issue. 


You'll quickly see the many ways in which this can be a big advan- 
tage to you—for announcing model and price changes... for pro- 
moting timely merchandise selection . . . for announcing contest win- 
ners . . . for listing new dealers and new products for many other 
situations where you’ve wished for such flexibility before. 


The great thing is, of course, that you can now make your adver- 
tising as current as LIFE itself. 


In issue after issue, LIFE’s fast-closing picture stories build a mood 
of excitement and urgency for its readers. This swift news reporting 
stimulates LIFE’s readers . . . sets your message in an atmosphere of 
action . . . and sparks a response that is unique among major media. 


Now with LIFE’s new fast-closing for black and white plates, you 
can make that response work for you in new and different ways 


CLOSING DATES OF LEADING MEDIA 


Black & White Pages 
(computed from “‘on sale’’ date of publication) 


B.H.&G........ 43 days N. Y. Times Magazine . 27 days 
Chicago Tribune . . . . 2 days Reader’s Digest . . . . 55 days 
Ladies’ Home Journal . 50 days Saturday Evening Post . 31 days 
LIFE. ..........7days* ThisWeek ....... 51 days 


Look. ......... 32 days TV Guide. ....... 26 days 


*Available to a limited number of advertisers in each issue at 10% premium. 
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12 
The Editorial Viewpoint .. . 


Real Advertising Men's Viewpoint 


Frank Ewing, chairman of the board of Fensholt Advertising Agen- 
cy, Chicago, has sent us a carbon of a letter he wrote to John C. 
Doerfer, chairman of the Federal Communications Commission, 
which we want to pass on to you. 

“As an ordinary citizen,” Mr. Ewing wrote, “I want to compliment 
you on your quick action in the public interest in considering the 
possibility of controlling ‘subliminal perception advertising’ and here 
is hoping that you see fit to ban it altogether. 

“In my business I am naturally very much interested in any new 
technique that helps sell merchandise, but I believe implicitly that 
such techniques must be honest and aboveboard. An American citizen 
has a right to know that he is being ‘sold.’ 

“I strongly believe that subliminal advertising is distinctly un- 
American and its perpetrator belongs in the same class as the Russian 
brainwasher, the Japanese thought police, or the office snoop.” 

This letter is “just one man’s opinion,” Mr. Ewing wrote us, 
somewhat deprecatingly. But he is wrong; the opinion he expressed 
about advertising which is not identified as advertising is one gen- 
erally held in the advertising business. And the surprising and dis- 
turbing thing is that so much hullabaloo has been raised in the public 
mind about an “advertising method” which is not an advertising 
method at all, and which most admen, like Frank Ewing, believe is 
immoral if not worse. 

Admen and advertising are being made public whipping boys for a 
form of alleged influence-building which they do not use and do not 
condone. 

When did you stop beating your wife? 


Those Crumbling Patterns 


The other day A. C. Nielsen Co. reported another major marketing 
change: 

For the first time last year, food stores outsold drug stores in ten 
common drug commodity groups. And the trend is continuing. 

We hasten to point out that this does not by any means signal the 
demise of the drug store. While supers were passing them in total 
sales in ten commodity groups, the drug stores were still increasing 
their total sales 11% over the previous year, and the increase this year 
will be still higher, probably. 

What this interesting statistic does demonstrate is that there is no 
slowdown in the marketing revolution which is raising cain with 
traditional concepts of retail outlets. What used to be your most im- 
portant type of outlet may be a minor one tomorrow, with someone 
you never thought of stepping into the No. 1 spot. 

Any marketing man who takes his eyes off the distribution system 


for more than a minute is likely to find himself missing the play 
entirely. 


How Much ‘Restraint’ Is Warranted? 


We have just come to a profound conclusion: 
Too many makers and users of advertising are still suffering from 
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Advertising Age, December 16, 1957 


Rough Proofs 


Food stores have passed drug 
stores, Nielsen reports, in sales of 
ten standard drug commodity 
groups. 
But the drug stores are fighting 
hard to keep ahead of the super- 
markets in sales of housewares and 
sporting goods. 

. 
Admen must have loved Mi!- 
waukee even before the advent of 
the Braves, as Walt Seiler has just 
celebrated his golden anniversary 
in the agency business there, fol- 
lowing the 50th anniversary of 
Klau-Van Pietersom. 


. 
An advertiser looking for a high- 
ly creative layout artist specifies 
that he “must have a vivid imag- 
ination and intuitive merchandis- 
ing sense.” 
Obviously the two qualities 
should go together. 

+ 
High consumption, says William 
E. Robinson, Coca-Cola head, will 
stave off a depression. 
The pause that refreshes will be 
equally refreshing to business. 


This is the life, says Outdoor 
Life, pointing with pride to the 


the delusion that there is something unseemly about making or using 
advertising. 

For example: 

Maurine Christopher, who writes about broadcast advertising for 
ADVERTISING AGE, said this last week in commenting on the commer- 
cials on General Motors’ enormous 50th anniversary air show: 

“Most people praised the automobile maker for using good taste 
and restraint; there were very few commercials, and they were quite 
short. In fact GM used less than nine of the 12 minutes allowed on a 
two-hour show.” 

Now the question arises: Is using less than nine of 12 available 
minutes for commercials “restraint,” or is it just downright foolish- 
ness? And the answer is, we suppose, that in the case of this special 
GM show it may have been restraint. But in a general sense it’s fool- 
ishness to pay for 12 minutes of advertising and settle for nine, just 
as it is foolish to pay for 12 automobiles and be willing to settle for 
nine. 

We don’t see anything so noble or wonderful about accepting short 
change in advertising. We think advertisers ought to quit bragging 
about how they short-change themselves in this department. This is 
small-boy stuff, this “See, we aren’t annoying you as much as we 
could” approach. 


as 


What They're Saying... 


Hope’s-Eye View 


fact that the circulations of sports- 
men’s magazines have climbed 
faster than sales of fishing and 
hunting licenses. 


“Two out of three U. S. compa- 
nies plan to have office Christmas 
parties this year,” the story says. 
Who says business executives 
don’t dare to live dangerously? 


“Wake up and Read” is the 
theme of a promotion campaign 
undertaken by periodical and book 
publishers in cooperation with the 
libraries. 

The simple way to do it prob- 
ably won’t be used—bigger and 
better type in all printed litera- 
ture. 


7. 
“My copy sparkles like my Phi 
Beta Kappa key,” says an agency 
man looking for a new connection. 
And he’ll probably get it, in spite 
of an obvious inferiority complex. 


“Advertising is largely ashamed 
of itself,” asserts Sydney Harris, 


ting and other intra-professional |Chicago Daily News columnist. 
American television at present| Problems do not build such con- 


But not because it pays the sal- 


seems to be nothing but cowboys | fidence. That’s why scientific jour- | aries of all the editors, writers and 
and singers. You can take your| nals and doctors’ magazines should |performers who provide the ve- 


choice—be scalped or Tammy-ed| not be left in the waiting room. 
to death. There are so many west- 
ern shows running now that you 
can switch from channel to chan- 
nel without interfering with the 
action. The other night I saw a 
cowboy dismount on channel 3, 
fire a shot on channel 5, drill a 


cal Assn., Chicago. 


The Power of Words 


—The PR Doctor, issued by the public 
relations department, American Medi- 


hicles for its messages. 


2 
Maybe it’s the approach of the 


procedure at the moment for an 


I went on vacation once and left |advertiser dropping his agency is 
notes everywhere on how I could|to say what wonderful service he 


man on channel 6, jump on a|be reached. I came back to find has received from the agency and 
horse on channel 8 and ride away | that not only had everything gone how painful the parting is. 
on channel 9. By the time I got to|fine while I was away, but they ° 


channel 2 he was standing up in didn’t even know I’d been gone. 
the audience on the Ed Sullivan 
show and taking a bow. 


—Bob Hope, on a British commercial 
tv program. 


PR Doctor Tip of the Month 


a London news conference. 


No Such Thing 


There is no perfection in design 


Sales of foreign automobiles in 


—David B. Williams, president of/the U. S. are really growing, as 
Erwin Wasey, Ruthrauff & Ryan, at 


witness the complaint filed on 
anti-trust grounds by the Depart- 
ment of Justice against the Volks- 
wagen organization. 


Encourage your members tojand no such thing as a perfect ° 


choose reception room reading|package, because package effec- 


Perry Como did a great job of 


matter carefully. A good doctor-/tiveness is relative to the effec-|presenting Look’s All-American 
patient relaticuship depends on the |tiveness of competitive packages. |football squad to his tv audience, 


patient’s confidence in his doctor. 
Articles on subjects such as pro- 


fessional liability suits, fee-split-| sponsored by United Fruit Co. 


—Louis Cheskin, director, Color Re-|and even came pretty close to re- 
search Institute, Chicago, speaking berin 
before the 7th Annual Food Forum, mem g their names. 


Cory Cus. 


Yuletide season, but the correct 
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Look Beyond the Page Where 
Your Advertising Appe 


ars 


for example, look at The Inquirer’s Women’s Pages 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


b. mF 7) We 


Here, fashion runs the gamut . . . from the 
haute couture to the smart, but budget- 
wise. Authorities write on food, beauty 
care, dieting, decorating . . . and teen-age 
matters. Community news takes the 
feminine slant. And Fridays feature 
food exclusively. 


Carry on .. . through the rest of The 
Inquirer. Page after crisp, modern page, 
the same judiciously balanced attention 
to a newspaper’s prime responsibilities 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


DETROIT 


RICHARD |. KRUG 
Penobscot Bldg. 
Woodward 5-7260 


... information, aid, entertainment. 
Throughout, reader loyalty is the aim 
... and achievement. 


Such loyalty transfers easily from editorial 
to advertising columns every day of every 
week in the year. Certainly a look beyond 
advertising will convince you of The 
Inquirer's effectiveness on your next 
schedule. This view has moved more adver- 
tisers to place more linage in The Inquirer 
than in any other Philade:i»hia newspaper. 


The Philadelphia Puguirer 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 


ee ii, oe ane Ne Ree ee ies cS os <r es ce eh en eR” Oe a ee ee Cha las 4. | en a enemies, 7. cei, ae a ee. lee witae 
e 5 Ba en a ae < B.S For RR 0 Sh ad aR eine nee ae cen etre He ae a : ee i a oe seal ts Napanee pee oe i ange Bae eee tee sa Lek i eee iin Z 
Pe eo cas Sena epee ee fois <a eee et)” ae einer ae Pe BCS Se eae eee Ae td 2 enh Ry 5 eee pest Sy Tae a 2 i ri ee Fe le Aer a tees =~ tae es oy Res 
a ac al A aaa es ie = ae aa ae Se a fc ale a eed Seer oS ee Ao oe PPh es a % hi ie Z Cy. ‘Ne eee pees 
; = ie Sn S| ee ree a - = : ag (Sipe é i c., Set pet 3 Bee ai ae et Se ae ean Eee We sae Ara ae I a akan 
=e : $ ; an ; fee 
Magi a 
ue si 
ree 
2D 
7 a 
ie ft 
de 
an 
ete 
ie i 
ag i : 
ib - 
Sti a 
yee . tat 
YS Be f 
ers. i 
pris m 
“ae a 
ae e 
ie <a a ; 
* “a ni 
oe. Oe 
so et : ps le 
ete og aie * pS, =, * 
are “ , ae om 
Bay f st - 7 a ae 
a 5 aie os — a) 
eit a, So 4 Pate, ie 
ma a Ss ~ a ate 
- Xone > 0 lind , i 
Ce © ESR Ne a PF & a fe Age Pes RSs ts 2 
vee r ey : = tiny. ; —e ; i 
a © tex ae “4 Se Fp . Py cha e eee $i 
re ke *, +2 ” prea aa ; : 
ri wat > 4 as 
x & Sc < ; 
‘a wf Ss Shey & - o~ : : 
oe ~~ => Xs ? . — Bis 
os ts . + =. . “ ) 
a * A - os ~ ey - : 2 
2 ‘ ;e % Fy “ Arn, Ga Pl Pr, “ ; 3 
2 ots tac > ; . 
* “< : ea ee Bs : 
a <BO Nx a 
re a a - ; ‘ ™ 
x rs. ee, * oy " 7 
. ms, ee “tn, : 
, _ eS - in ; rs _/ ; 
: . : : : é i, ei tort ale <2 “ia a z ? 
: » > ep + ‘ ; 
SN . e ~ Ns . - ~~ s y " J 
we >. ey <=. ~ eee Re 
= . a j a > a See, ™~ J . 
4% ig ee ~ Sc, 7S q 
>, % “4 7 . sil : 4 4 
aS Ee, ss = . . . m om aS * it 
abla . & hy . Sz 2, 4 yy a : .. 2 o . , ' 
weal a,” so . or, “* ~, * 
ae : ta ts : NGA AS . = See 4 SL 
pire J 4 =~ a ate, i Mn, s, >. “ae ay 
Bt v6 3 | SF Oe Se Se, HP i 
os “ + ey c a= Seo : Sra YZ, “ty, 3 
“ cm ~ . . ~ - oe . LS SS > ‘5 ’ ty 3 
a > . . J ; Stee SH SS l. “%, j 
a ~ > | | , ing Seti S30 See S3>. “ee, “% 
sae o ‘ : ess : rem = r ee “sz > * - » . md 
‘ ° . ~ - - 4 '* ~_~* > - 2. —  « ‘ 
4 . c AS = ig ty >t : 2 8 > x Ves SS ~ 
Br: ay = 8 ee Soa a Sie aes he 
Soe ° we r - Met na _ = Re he Ra a, SN Te : 
Hor aS he 0) 7 a a QS Sas. ts = ~ *. oo 
er, ys ka, ae a 4 ise SS * aa ~> : : 
ae i =e iw wo Stn, Se oe a / . 
ts ai i ie bl € : : By: ‘ Se . : 
ae b ” y A Ay cae " : “ Pe ss Pe 
Hee fo 4 i ~ Be Lis 7 sae * AS e : ats HY sae Ne > : 
ee [ee aco ‘ale ey) pm see SS RES : J ie 
= é ; ES - 4 ’ 7 
2 i d $ . 2 ’ a < / i 
ee, ry “if eo ——— “ POs - a4 3 
wre q 4 ‘2 oe eo - ‘ he : 
Po 4 2 7 ‘: 2 SN St “e? . ’ ‘ yf ; 
a bts = BF is PY 
es, 4 a : P a & fy ; 
ae na: . Rot ey. "ll ~ we g : 
be Foe ‘i P | ( a Wi : 
4 é Ra wa Cj 1 
vs 2 7 ay" ! ~S - " 4,3 y 
- a : ay e Ay 
am : | é en ~~ igs A 
3 — Ba oo , 
; ” . 
ae ; j a S a ; - ae 
ies Se ‘ a ~ . . 
a " ase ea’ Ly 
ta - i Ee ~ 
pe ; ~ hy 4 
ue ‘ esas. ey 
4 SS. s 4 a 
9 SS ie 
ay _ “e 
a oS 
“ ~ ; 
ro a 
N, ; 
d i. i! F 
v fe 
ze ee : 
He, ‘ 
ae 
Ps i 
= z 
2 | 
" : 
ea ? 
hd a 
¥: 
sy 
> * 
| ; 
r 
| ; 
| | | ee 
& | 
i wait 
‘| 
‘ ; 
! 
' o- 
i) . —_—_ ee : 
| criti _  ———— _ 
| 
\ - 
| 
i 
eC ee 
: 4 
& a ram ee : ? J 
ss ie ee ee ae ¥ PROS ONS he eae fay ee asa ts pee ee ea Pea tS) ag ae rr ee Be a er ae , galleria 
Fae ne me Ee eee eS eee er. coh fees Bea i En Ai le ae ae ieupict (wba) pa ae i Bien Oe eee ite ee a 
Set PU gs whee AOL een ae : Wee ae geghe eea ee afc: é i pee oe ee : oS os _ ee ree cere ei? oer eee ee a aes gets oY ogee eh : é “ ete A ety kgs ee a 
MRR has Set ee ie aa 3: a ea ee eta. Six TS ema A ins emeiete de: Wiener so sana ae Ne eis 2 hii af og oy, Bre 
eaeieeal tere uae 2 aa ea é i 3 ae ak ee ieee ee ere ee ee ie Te Ge ak oe ee ee eet 
Vs Vaeenit € Doe Rp: ae cola te 0 oo yee + Ne Gr ee Ge eee BOS cake ee eee eS ae ee i ee 2 ea BA eae a teen gia a unto: 1 eee aed 
ie a eee es ee eee et ee ee es er ee aie + een ee gee aie: ee ee ee ee set 


ee SGD ew EAR nei MMPS psa ee 


| \ 


2 en 


ore -— his Bae 


ms 


i aa an ea Be ae hee ey Rage nec chy aye Re ea, Ses a ee) SO ee i Wel a, be ei ye ee Sa od a OP et re ry athe —" oe ee ee i 
RE A Se Hie aE ENE eee poe kd eS a ees * eee a A Em Sy ee Pe Re CRA” AM A A geet oe Ms ce RES 
es aa mum teag oo ee eo SS cS i mee) et ee ier eea eee eg ee ee ee eee BCs ee ee Bere ig ae. 
st ea ee eee en ‘ Me ee a 4 ets eeey ee Ber aioe a ae a pee 3 eee ee) es oe Beta eae eg Tae eee” ate. Sey oe i 
i Rae ste hie St rE aa oman ; , 2 a ea tae sepals ; Ne Oe ee eee eT ane mere Pe oo a ee eee ge Sears =n aes a Ta en tae bane ere ii) ee a aes Se E SE See aE. 
er lg Map Saat ak dens ip ae a aor ad {ARN te rR OE TENORS Tiare ag eg AS ar TR REN TIE TF : or Sere, Sacre Eee Aye Se a oe le Bee“ mM A ARR 2 MMM a AL 8 ah 
bee Be hens Se hack eee ReOtR od ae e tears cearae) Sarno ae eee Pen Oe ree io iat etn ‘ = gy . ae Eo) gi eG ke 2 Sa Reet Seay Ea ae eee finan ‘ a Fe 
aaa ae nae Reem tome ion Sa rt = gee Aes Meee eee Me 3H ay 8 Si Se ae eae ee Se nacea nes ri : ae Be eee ‘Ge al Cat, Uae og ae, ee a 
Yr 
eee 
ie 
: 
sca 
a 
ei 
ae 
Pal x 
- = : 
oe, 
dere 
if Ee 
Rae " 
ee 
va 
Ay Tis. 
ee 
a 
RES. 
: oe Pn ES ATE Ee =e: - F ; aa 
pe etme : Se «¢ sd o 324 i ve 1 as hy ee athe Shae 
: Bs el : 2 Fe at. Bae | ae ' : re ae eeu i A ce 
: ey aha : ue ; — oe a : we eres i aS 
et aa ce : ee a, oe eo as ee a Se 2% 
eee. ce. ¥ =, a as Se ee: 
ee =a. f yee ng " = io ae a oS i ae fg eye 
ae ees % ie Fr a% a. ny iinet ees F 
' ee bebe s we cat : * — > Pe i, Ee 
% ‘ i ; ‘ na % bo ea ? eee 
. ee * £ 4 G4 " * wee . ge 
- ae. : ; : : i fe i. iy ie ee 
i oes ig q mS ‘, ie Site “ey. “4 > oe 
olen ee me i 7 Dee P he oh . ai 
chee ect BE ol ama “or Ey hee . ee tot Eee) oe ieee. 
3 wag 7 ete ae ‘ ae : ‘wae e* > 8 Be as 
Wee Se eee i ae ia} “2 Sar - ae a 
re. wt Be Boa | i 
Ste : : ees ee. : d Pee oh ged ae ee ‘ os 
: aot a, aes a 4 : p Vane wey a ig = . no 
‘ ' Lf $ 5 lac aS he Ss ie 2 oe” oe lai 
; ‘ F ¢ ; te : 
ae ( f Z “en tae ; ae 
® a #2 B ” ae Bs J igs 
" a - * { 4 - gO RII % ery : 
ie 2 s 4 c hae ’ ‘ f F a 35 3 
5. § ; : : 4 3 
wa. ie 4 i g ae er ; 4 ay 
; ‘ Fey = Met arat y : i 4 aadasane, oe al — et re i: ile et : 
eee a : ue i ; ee . , , Pee * es a item oti i ss is. 
i Rs -? 4 t a fs ae ho: ¢ ; ~ i a: 4 BAe i at Be oa 
: ‘ ; 33 ; mS ie i 3 : oN : ee ; ae oa 
; ee te . : a ay A on. M5 i me ty | 2) eon 
h oe : Py ot : Bs P = § F ee th. cee 
‘ oe = oO Pi ‘ . — ‘ 5} Pe *“ 
: a 3 ee ah : | nga ae : tong ee io ‘nla 
3 Se ee - e 4 eka , ‘ 2a ss q ate Ff : y os a Be aR eT 
2 7. * a _— 2s eet ‘ eta Bence: 
2 i # Po ee i "oy ‘e - ry 4 ah ra ———— 
a cae, z a fa PS : Sie , * oe ‘ : eet 
. 3 Zi 6, é a” . F  - b ggo cana ag 
wall J nn : j ie : a a pump bee 
; “tT sae ae * a ¥ an Fi . ’ oe k “a ait — ee ee =a 
Pa 708 * CT? ken 3 ae a oo a. ., ’ . c — : é nt pe / : 
rr re : ia re =% ts = € 3 ~~ Ne coe kk ae Pe ; a +t a! * - 
im 3 =" Bi a ES - Ss ee biog sae ; me oe Me = OW 
ree ss a : ; ; navi Re ees oo ae a ts ane : ee, pola gssse ar 0 Sat 
ie he bene : nd . : ae a dai ee ee: : a eee : 
: ® ~ id La * “a + : is, sl , “aye a aioe 2 st ok oa x PE Te ef) a — 
Be | he : bi ae A 2 fe. igen yer oe a sili 
| | | ey : Srige 2 ae Ee > — 
s é . a b if oc Le | ha . Se eae ip aeons er 3 ; a 
35 in "a > : ¥ h ~ a. cd en a = i om mi aie F kcicles om o ce B ites Ge, ts ee, 
as e an f £ > ‘a 1 aay poet Selig a ae tc a Ln 4 4 bs 3 ier Be 
% 2° eleeenite ss oe " ee * i or ee eh «a: a ‘ ee ee ey oe boas s i a ae 
| 7 il . = A 4 Se a er ll eid pb ae ae 
; et Oe ee PRD 5 Fs . 2 Nae eee oe Me ‘2 = PF a 
| Si ke oe Sli. —- eal mt oy 
es ie oe ae 4 _— oa oe ae eee a ee eal ‘ : - : ie “4 
1 ? , ¥ a { ¢ Peet. i; “ire © Oe Ts is 5 Win ia | 7 “ aA 
wa Pe ries s t ‘ F A eo ae = a 5. Se Ree oe ace SUR yeh hI y oe pe 7 
By - “4 ' ¥ FS eS aa Bag ae 7 ss cuaite aie 4 — : jaa 
oo : ; 7 a : ee peat te We a reenter ae 4g von eee, 2 ize 
He ¥ Eines ad : Oe a MS ee 2 a sgl. i Joe 
é t S > . : : fe - 
3 : é i ; 2 : 5 xf : 
Ay : 2 us es f oe Sige P, = ic Ey a 
ss a . ae ~ 2 ae & 
= ~ ot Ss i ; ¥: re = wo ee ce ae a 
ne ‘ae Z aes z ! / a ae + ae ae os 
033 : ae ae S i cer, ca ke ‘ Me RSG va 
es ed ‘ Bg = ve i ye ee P Ome oe Seok Se eee +a 
it Ff s 4 <7 —— . ™ aie / ad r ; wid ; ms age i pos 4 ae, 
oa : Agi - ; Eee : ” a i: . og ’ a = ‘” ei pj ats : ae 
. eee } 2 = ae o_o a Gp sree ta Pe cee 
ee: ee a Pe pe t ee t ease ~<A ; ' } Yr. ha «EE Pte & oe eee Ea 
<ike ; 4 ae ier, J oe. . _.° oo) ee i a r lies pes eee] a . ‘ a 
De A ae ; i F ac) 3 a Se, cee OF ie a i oh fo s 
“og = ee pe! 3 f ies cs F . go a i oe ‘ a : - * £ Be es 
igs a ‘ r ‘ p : b e.’- Oe? at ate is jt k 4 <a aie “its 
Ke oat a oe } +: 3 = a df x a o ie S Ff a, > iit a cis © int bi aa aa ~~ 
se ae en J _——, . ee kal a ae . x ae ae 7 re ieee, = 
e ae =. aa : wets r.. ere ie aoe Fs OD he”, ae a 
Ad ie wie 4 ere pte oe eT BM § 2 
se eet ? = 43 a i a 4) ei 4 _ Line f AOR omar . . Am ‘ 
ed 2 - So il gel ae Re a a Po beter es i ah gO ny oe . ; es = We 
: : a — f : m As apelia eS S iecaaate Sai oe bine te apo ae $i - s et ae 
°F : 5 ’ 3 5 ia FY eee ein Teele Fi PR et wee 7 Spas 
ee f 3 : : pe » PS a oes an hie, ; ‘ 44 ; ? ate ee heat 
_ d iG - a a: ee : Bee et eget agora = i‘ Pe <_s. pte Se 
a ] z ) See wane Toy sta Ne) wes ESCA ne ere et ep ae RR ca Ta Fee : 
mest < ae i ee at ey Oe * Cheats ey = Pe = < i ‘ , : 
rea 3 me — er rn, ie Ne ‘ 4 " oa . 
Oa -— : ne & Sei ie Sa Ue Dea ee gees ae a ; Pi os 
oe tit : : joer sie et os, eae Ae geuGene yo Fe a z e 7 } 
: ore ; ; ry Ober. See ae Bae SG ; or 
Gs ; } ea , : Pee) pete. i ioe eae } = a ays Ag ‘ 
ee : a ‘ *, rs TUL 5 eine, Ae heme oe Fy > 9 et: 
are 7 rs " Pr er = : a J . See ee ieee Sie et ae wee as a ee “i x“ 
cae i = ae 4 ee if ge ce Re oo a ee : a 
‘A i Ps : 3 ra RP Eg, oe, ee? Fi * aa 
an , ; : be a o -- ee eT ey . ; a 
hard =. é j pi 4 = oe ba a 6: eri 5 a ae oe ’ ote 
os t a . : ee ——— By a aa es, () : a 
ve _ = ye ere s g geet —  . ee | 
‘ : j 3 as ae i ire ; eee Suny , : 
i ; ~~ e . ee e a ‘ ‘ 
: ; . wey MP = _ <a 2 — & =i 
: neg 2 213 vs ‘ re z . 
: - < a P : ‘ 
be 14 7g j Bi: ; fe 
; : 4 a ae ‘ a ‘4 ; : Fs 4 
ra % A “4 hls ds : re : 
J i , 8 ae =% ee 3 3 : len Be) z : ie i 
. Zt oS} me —— : ; ; ‘ —_ 
‘ : Pe toa - ‘ s , ; 4 1 * 
a ; ; ; aes: ra : ‘ 4 e . he by a 
. uf ‘ ; Ms ae ag Re es - / a i ¥ aie, } 
; : is } : ‘ : es eae : AS at rs 
oo 4 : : : ¥ — a a. eh es = : Pipe” .. : p ; a 
? —, A ead er Oe . ae cpa i ae one ere ores : “ ich 
an ee “ee se ee a She Os a ' ie s 
ae ae : ( biae . gee ) , a ara ey a : '@ 
ma } i ae 4 2 “vr : wes . Bick Solgar £ ¢ : zs 
= : i t Ps he ie a 2 2 ae ¢ it mee 
. : { t ; i F ‘ « ‘ bed i: Beatie - ae | ee Rect 
i 4 4 i o ag by SF “ee 2 te fe 4 # as 
aaah : : i : 4 a vie 7 ees cs . 2a 4 2 oy = 
ere ¢ 7 ry ‘ $ quel ee * | Gein age. Ae 3 io 
Si ad ; . " : fg Fes enue. . 3 Pine ee 
ash , Pe % : 1s Re aes os ae , es s 
at = ’ i Bad. 96 ee pT ee ae 4 ae , 
a ; . ie ee ‘Stade 2 a iets 
43 | i Sas a Sa oe » y+ i 
ie ¥ ' ‘4 Ps § if i eo ' iz 
4 i ‘ q ¥ a feos aa). a , — 
~~ = “oe. Bist 2 , , ae a ae 5 ae 5 Le tee ey al 
By sate é 
: = e i 
‘ SA i lage om io SiR I es rats NE Boel Fs iia iG er asia ose a RN ea BF Wee Stora Ae ahh rion pees 2 = 3 a Pere, = se er wae ae ae aa ed eon ee gt alerd ake ees ce be ce ee Jab : te een ae . cases 2; 
gee e dager ee he oo Ch oa ee ee Via Cig de.) ae ee pin pce Mee Ree a ee te eae OO ayes hg ar Oe Lae) eet gee le et ee Pee haiti ‘ sea MAR 
ce ee Sie ian tay a ee Os i eis re bes see ts i es Pe TH 8 PEE Os I ara 6 cl eo ae eee [ee te pee, Makers to Presi SN pe ate OE a enn : ae 
ji Ge oo a cee he cai gee red Ly eee OF om ag ee ee es ee esas Pee ee ec A ee ee ee Med eee era 
ee ete ee inn ies cd ae ei = at eee iencee cid Sg ee Rae: Ea esa IS ees Se, Rag a ane EEG. LS kek ie a epee ee ee mt is asi ae Bee a eae ‘ iaaciil Cea Se ee ees ie ae Jog ie 
ee es metal nch nd LR ecssaailgey st mi hg eR te ee Bet A FRU Wee ne ge eg a ae aes a ee lia SE aa = he oi 


At the threshold of a happy married life this young farm 
couple looks ahead with confidence. Farming as a business 
and a mode of life is rewarding today—and promises a 
bright future. 


He knows that sound management will make his farm a success. He has 
great advantages over his father in new tools—new technologies and relief 
from hard physical toil. His broad range of technical knowledge in production 
and marketing will pay great dividends in efficiency —in profits. 


BETTER FARM FAMILY LIVING 


For the radiant bride, there is a glow on the horizon. The farm affords the 
most ideal environment for raising her family. She will have a larger family, 
more conveniences, buy a wider range of advertised products and share a 
more complete business partnership than her urban friends. As purchasing 
agent for her busy household and chief consultant on her husband's business, 
she will buy or influence the purchase of all the items that count in good 
living and progressive farming. 


BOOMING MARKET FOR FARM PRODUCTS 


Why can these happy predictions be made? Because no other major producer 
faces so much certainty as the farmer of an enormously expanded market 
immediately ahead. His production must keep pace with an exploding 
growth in population. Within 10 years our farms must feed and clothe more 
additional people than now live in the states of New York, Illinois, Kentucky 
and Minnesota combined. 


FARM INCOME GOES FARTHER 


Farm and city life have grown to be much alike in many respects, yet there 
remain sharp and fundamental differences. They are alike in standards of 
living but the farm family spends less or nothing at all for rent, building site, 
fresh vegetables, personal services, alcoholic beverages and other items 
important in urban family budgets. Authorities say the self-sufficing advan- 
tages cause a farm income of $5,000 to be the equivalent to a city income of 
$7,000 or more in discretionary spending. 


POWER OF THE FARM PRESS 


One and only one medium—the farm publication—fully serves the diverse 
needs and interests of farm families. Never before have farm publications 
been so essential to the business of farming—to modern farm homemaking. 
No other media can give your product such an influential and friendly intro- 
duction to farm families. 

In the South, where half our farm people live, The Progressive Farmer has 
unmatched influence and readership. Advertising in The Progressive Farmer 
will move your product South. You can't find better customers than The 
Progressive Farmer's 1,380,000 subscriber families—over 5,500,000 readers. 


Future 


Prospects Are Good 


Along Rural Route 1 


Modern farming offers a glowing guarantee for 
a bright future. The following statements may be 
startling, but these are facts—not fables—about the 
American farm market: 


Agriculture is our biggest industry. 
Farm assets amount to $176 billion. 


The agricultural “plant” exceeds all U. S. manu- 
facturing plants in value. 


More than 22 million persons are members of 
farm families. 


Average income per farm reached an all-time 
high in 1956 and continues to rise in 1957. 


Farmers have an annual cash income of $40 bil- 
lion which includes their off-farm earnings of 
$8.4 billion. 


One good way to measure the “bigness” of this 
$40 billion farm income is to compare it to total 
U.S. retail food sales of $44 billion and auto- 
motive retail sales of $34 billion. 


Concurrent with the trend to larger farms, the 
small farmer gains added security from intensive 
production and off-farm income. 


99% of the farms of America are family operated. 
Farm publications provide the most direct and 


influential means of placing your sales message 
before the farm families of America. 


~ Progressive Farmer 


5,500,000 Readers in the 16 Southern states 


Advertising Offices: BIRMINGHAM @ RALEIGH @ MEMPHIS @ DALLAS @ NEW YORK @ CHICAGO @ LOS ANGELES @ SAN FRANCISCO 
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Neededness?* 


More engineers NEED Proceedings of the IRE than need 
any other radio-electronic engineering magazine. 51,745 
(ABC June 30, 1957) plus 10,397 students, to be exact. This 
is not promised—but delivered circulation. 


*Engineers NEED the unabridged, factual, working information of 
which Proceedings of the IRE supplies over 1,900 pages a year. This 
is more than a WANT but a vital need, satisfied since 1913 by 


Proceedings of the IRE 


THE INSTITUTE OF RADIO ENGINEERS 
RWE Adv. Dept. 72 W. 45th St., New York 36, N. Y. * MU 2-6606 
® Member of ABC Chicago * Cleveland + tLosAngeles * San Francisco 


Aiming at the Rich Southwest ... 


Don't Miss the COLORFUL 
MAGIC EMPIRE! 


A BILLION DOLLAR 
MARKET 


This is the billion-dollar Magic Empire. oil-rich. 
water-rich, and loaded with buying power You 
just can't cover the Southwest without it— 
and at the heart of this Magic Empire you'll 
find the richest pay zone of all: Metropolitan 
Tulsa. Here *323,500 people share an effective 
buying income of *$610,033,000. 


Are you getting your share of this billion-dollar 
market? You can, when you tell your story 
in the Tulsa World and the Tulsa Tribune— 
preferred reading of +171,897 residents of the 
fabulous Magic Empire. 


*1957 Sales Management Survey of Buying Power. 
+March 31, 1957, ABC Publisher's Statement 


COLOR ADVERTISING 


Ask a Branham man for conies of color ads in the World 
and Tribune .. . Spot color in black and one. two or three 
colors. Also process and Sunday letter press magazine color. 


Advertising Age, December 16, 1957 


Getting Personal 


Ben Schwartz, general manager of Normandie Press, New York, 
was honored at a testimonial dinner Dec. 6 in celebration of his 
25 years with the company... 

Gerard B. Lambert, who made advertising history with Lambert 
& Feasley, Listerine and Gillette, is re-entering the sport of yacht- 
ing after being inactive since before World War II. He’s joined a 
syndicate which is one of four interested in becoming the New York 
Yacht Club’s defender of the America’s Cup against the challenge 
of England’s Royal Yacht Squadron. Yachtsman Lambert was a 
leading figure in the America’s Cup preliminaries of 1930, 1934 
and 1937—and was also owner of the famous Atlantic, a schooner 
that still holds the record for Atlantic Ocean crossing under sail. . . 

For the seventh consecutive year the Dan B. Miner Co., Los 
Angeles, has pledged 100% to Radio-Television-Recording and Ad- 
vertising Charities, with a per capita contribution of approximately 
$40. Heading the drive in the 
agency was Hilly. Sanders, 
who is also a member of 
RTRA’s board, and chairman 
for independent radio and tel- 
evision stations in the drive... 

Felix Adams, general man- 
ager of KLAC, and Don Estey, 
who does tv commercials, 
were honored recently by the 
board of governors of the 
Hollywood YMCA for their 
contributions to the annual 
“Y” Day. The event is spon- 
sored each year by the Holly- 
wood Advertising Club. . 

Arthur A. Kron, exec vp of 
Gotham-Vladimir Advertising, 
New York, has been elected 
president of the Englewood, 
N. J., Hospital Assn. . .Fred- 
eric N. Dodge, head of Fisher- 
man magazine, received a ci- 
tation at a Miami Beach 
Chamber of Commerce dinner 
for “outstanding literary serv- 
ice to the community.” . . 

Meriwether Cowgill, a mer- 


BIG FISH—Harry N. Bulow, public av 
relations director of the House of Chandising manager at Life, 


will be married this month to 
George F. Schmid Jr... Mrs. 
Elizabeth Ann Wilson Carman 
was married Nov. 30 to Lloyd 
G. Whitebrook, senior vp of 
Kastor, Farrell, Chesley & 
Clifford ...It will be a Dec.28 
wedding for Barbara Jean Shook and Freeman Brackett Hazen Jr., 
special campaigns manager for Quality Bakers of America Cooper- 
ative... Harry Landon, vp of Olmsted Sound Studios, and Pamela 
Wilson became Mr. and Mrs. on Dec. 7.. 


John T. Delaney, a public relations account exec with Cunningham 
& Walsh, has been appointed public relations officer for the New 
York State Reserve Officers Assn... 


Kenneth Groesbeck, an advertising agency counsel, will receive 
the 1957 Achievement Award of the League of Advertising Agencies 
at the league’s seventh annual dinner dance Jan. 31 in the Hotel 
Plaza in New York... 


The second Ad Man’s Jazz Concert has been immortalized on a 
12-inch LP, obtainable for $3 from Thaine Engle, of NBC and 
commander of the Advertising Men’s Post 209, American Legion. 
This collector’s item includes the four advertising and music indus- 
try bands, plus the momentous introduction of the “Batten, Barton, 
Durstine & Osborn Blues,” by vocalist Helen Ward... 

Two of the 19 new members of NBC’s 25-Year-Club of New York 
are Ruth Barrett of Radio Network Sales and Laverne Heuer, pro- 
gram analysis. The new members received certificates and watches 
at a Waldorf-Astoria luncheon .. 

On a trip to Puerto Rico, Ann Koblitz, Cleveland agency owner, 
was paid a handsome but slightly inaccurate compliment in public 
print. The San Juan paper, The Island Times, described her as the 
“lovely fashion model from Cleveland, O.”.. 

Janet Northrup, assistant to the space buyer of Burke Dowling 
Adams Inc., and Jim Allured, eastern manager of Manufacturing 
Confectioner, have announced their engagement, Jim’s mother, 
Prudence Allured (publisher of the Confectioner), is a past presi- 
dent of the Women’s Advertising Club of Chicago and a past vp of 
the Advertising Federation of America... 


Dan Starr, Seattle Post-Intelligencer, and Gaylen Blackford, KJR, 
Seattle, have been appointed general chairman and vice-chairman, 
respectively, for the 11th annual advertising awards competition 
and banquet of the Seattle Advertising and Sales Club, to be held 
March 28... 


Advertising men will play a key part in the 1958 work of the 
Portland, Ore., Chamber of Commerce. Among eight newly elected 
directors of the chamber is Richard M. Brown, vp and general man- 
ager of KPOJ. Richard J. Turner, vp of the Dawson & Turner agen- 
cy, was elected chairman of the chamber members forum. Also 
elected a director of the chamber is Tom Humphrey, editor at large, 
Oregon Journal... 

Michael Ellis, head of the Ellis Advertising Agency, Buffalo, 
has been appointed by Governor Harriman as vice-chairman of the 
Buffalo regional committee to widen employment opportunities for 
older workers... 


B. G. Roberts, a partner and art director of Liller, Neal & Battle, 


Atlanta, has been elected president of the Art Directors Club of 
Atlanta. He succeeds Timothy Galfas.. . 


Seagram, recently hooked this 7-ft. 

sailfish weighing 48% pounds off 

Miami Beach, while vacationing in 
Florida. 
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ITLL HAPPEN EVERY TI 


Store traffic piles up—profits hit a peak! It’ll happen every 
time Good Housekeeping Week moves into a city—to move 
merchandise into thousands of homes! This is the profit- 
power promotion that proves its claims of reader-confidence, 


reader-loyalty... by sending thousands of reader-wives on 
shopping sprees in every city that joins forces with the maga- 
zine women learn by, live by—buy by, with confidence! 


Here’s how it happened this fall in 13 major markets..... 
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HERE’S THE PUSH THAT GIVES THE 
UNCH TO GOOD HOUSEKEEPING WEEK 


Pi TTS8URGH 


e. Sun-Teregr aph aah = zx Ohe Sate Ray Times, — 
| E sie THE CHARLOTTE News “== Fe NEW. ORLEANS ITEM 
=a ae eo ed ne ne 


=i = THE HOUSTON CHRONICLE 


“ecm ASHEVILLE CITIZEN- TIMES 


Dbbiddisediss ss \conddedonseisssdiiishli sapadmaambidd 


. GOOD HOUSEKEFPING sk FORT Wont STAR ec HOME FURNISHINGS 6 | wnat 
: . ‘ sc 4 % ; x ~ - ante | 
. os <== a oo ARKANS AS DE MOC RAT _ ee nie 
*K [= =| Sundan & Journal ===== L : _ EE , aie 
a Ss Cant c i. PRY PART C 
FALL RIVER — HE DALLAS Times HERALD si aes 
| = Herald iaiee'Aews = a 


13 great newspapers launched the week with special editorial sections 


@ National brands were advertised locally with traffic- @ Radio personalities starred Good Housekeeping Week on 


building specials. coast-to-coast network shows. 
@ City-wide sponsorship. Public officials, civic groups pre- 
@ Local retailers sewed up store traffic with special news- pared and coordinated Good Housekeeping Week’s all-out 
paper ad coupons for valuable prizes. sales events. 
@ Clubs joined up! Confidence-inspiring group efforts on the 
Ke Accent on food! Additional editorial sections with heavy part of women’s clubs, PTA’s, home economics groups, busi- 
ad tie-ins spotlighted Good Housekeeping with special food ness and professional organizations united to put Good House- 
promotions in these newspapers. keeping Week over. 
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Cada mixer holds 326,906 coupens from 
123 merchants in Asheviiie’s final $1000 
prize drawing 
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HERE’S THE PULL THAT POWERED THE SALES 
EVERY DAY OF GOOD HOUSEKEEPING WEEK 


. CHARLOTTE eats it up! ae 
WINN-DIXIE’S FOOD . st j ... COOK’S paints a rosy 
STORES pack confidence in : it Be profit picture all through the 
every purchase with giant . ‘5 fae ‘ week in LITTLE ROCK, 
promotion. te 


.. Prescription for sales— oe ——v a i. ... Handsome profits for 
PITTSBURGH'S SUN DRUG = eee - a oe c PORTLAND when 


Co. and this special event Et oy ‘ kf EP) a eal ROSENBLATT’S men’s store 
put this Pittsburgh chain af a ties tn. 
way ahead in sales. Bia : 


... Curtain time at Joske’s [iam “ , ar. ... FORT WORTH is all set! 
SAN ANTONIO brings , 6) ras “=  STRIPLING’S, leading 

8500 customers and coupons ® # : = department store, stacks up 
into the store. ee . . me, extra sales. 


. Bert Lynn, popular 
HOUSTON TV performer, 
shows the proof of sales 
performance in his famous 
music store. 


. Tops for TIPP’Sin 
SEATTLE. Confidence builds 
silverware and jewelry 
business. 


3 : . .. FALL RIVER rolls out the 
. LOBEL’Ssuits the small eee ee ‘ carpet. REGAL FLOOR 

fry in ALBANY. Repeat bees eave a COVERINGS COMPANY 

business guaranteed, thanks r. “oe guarantees sales confidence 

to the promotion that’s . c . ae 4 eo . with the famous Good 

as long as it’s strong. ies, Te es Be a . Housekeeping Guaranty Seal. 


. Colorful clean-up in /- -_—— ... In ASHEVILLE, appliance 
DALLAS. SANGER’Srings , ~ a sales perk up when 
up extra sales promoting ‘ : y i . PEARLMAN’S promotes 
Spencer chemical products. Ganson ine es this tested évent. 
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brightens lamp department 


with traffic-building displays. : Good Weems” e of 
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LINES AND “QUOTES” 


FROM W.T. GRANT COMPANY IN FALL RIVER! 
“Response tremendous in our store!” 
John A. Roche, Manager 


FROM HOUSE OF FABRICS IN SAN ANTONIO! 


“Week far exceeded our expectations. There were 
at least twice as many people as there were last 
year.” 


Athena F.. Sawyer, Store Manager 
FROM A CONTEST WINWER IN ASHEVILLE! 

“Your contest seems to have plenty of ‘audience 
participation.’ Lots of people learn lots of things 
about lots of places during the trek from store to 


store.” Mrs. Hugh Stannard, 
45 Lawrence Place, Asheville, N. C. 


TOTAL 


in 29 cities. 


749,655 LINES 


of tie-in advertising and editorial 
support in 13 cities! 


including 56 previous promotions 


total editorial . 1,047,944 
total advertising. . . 2,685,697 
grand total...... 


LINAGE 


“Surprised at the tremendous number of coupons 
received in the store.” 
E.W. Curry, Sales Manager 


“The Good Housekeeping recipe booklets brought 
a wonderful response. In one store, the books ar- 
rived after the store had opened. People waited 
inside the store for delivery.” 


John Burton, Advertising Director 


FROM PATTISON JEWELERS IN LITTLE ROCK! 


“Our customers have come to depend on the Good 
Housekeeping Seal as a sign of quality.” 


H.E. Pattison 


PROOF THAT GOOD HOUSEKEEPING SELLS 


HOME FURNISHINGS DAILY, TUES. NOVEMBER 19, 1957 


You've seen what happens when 
Good Housekeeping puts its 
selling power behind the products 
advertised in its pages. 


Retailers from Coast to Coast 
display, advertise and sell these 
Guaranteed products. 


Tie-in your advertising and 
marketing plans with Good 
Housekeeping. Let us help you 
show your own salesmen, 
distributors and dealers how they 
can get extra sales mileage 

from your advertising! 


A el ae 2 tan ath AVE. 


GOOD HOUSEKEEPING WEEK 


By CONSTANCE PATTERSON 

SEATTLE, Nov. 18.—A_ shop- 
per's dream contest which was one 
of the highlights of Good House- 
keeping Weck here, proved also 
iroseate for retail merchants 
throughout the city. 

Seattle stores went all out for 
the Good Housekeeping approval 
of products, and the effort paid on- 
the-spot dividends, as well as a 
longer-range potential of sales. 

Traffic is the top problem to- 
day .., . If customers don't see 
the merchandise, many are not 
going to purchase. This special 
promotion, jointly staged by the 
and the Seattle Times, 


which produced a 20-page section 
crammed with product informa- 
tion, household tips and ads from 
big and little stores in downtown 
and suburban shopping centers, 
produced traffic. 

The shopper's dream contest 
coupon in,every ad was the big 
traffic factor, of course. There 
were around 40 of these. Al! the 
shopper had to do was to fill in 
her name and address and deposit 
the coupon in one of the little 
blue houses in the appropriate 
store. This brought her into the 
store, where she would see the 
advertised merchandise and be 
given attentive service. 

Many merchants located the 
sections, necessitating the custom- 


er's trip through the store; pos- 
sibly onto an upper floor to give 


her greater opportunity to be ex- 
pool | to the merchandise. 


Retailers Reap Dividends 
In Seattle Product Drive 


coupon houses in their housewares! 


56,000 Couper Deposited. 
Over 530,000 coupons were de- 
posited. The smallest, most distant 
store numbered more than 
the largest around 3,500. Individu- 
al stores built mailing lists for 
follow-ups from these coupons. 

Not all stores tied in for indi- 
vidual promotions. A typical ex- 
ample of a successful tie-in was by 
Rhodes of Seattle. The store cus- 
tomarily holds its Fall House- 
wares Fair at this period. The 
event was christened Rhodes Good 
Housekeeping Housewares Fair. 

A double aisle “lane” of canopied 
booths featured foods prepared in 
branded electric housewares by 
professionali demonstrators. Prod- 
ucts boasting the Good Housekeep- 
ing seal of approval were prom- 
inently displayed. Prizes were 
awarded, drawn from the dream 
contest coupons deposited in this 
fifth floor department. Results 
were above average, with a peak 
traffic reported. 

General reaction was one of 
satisfaction. Several stores which 
had béen reluctant 40 participate, 
feeling it was just “another one 
of those things” and would do lit- 
le to stimulate traffic, expressed 
amazement and enthusiasm. Shop- 
pers poured in. 

if only a small percentage 
bought, trade was stimulated. 
Many entered stores for the first 
time. It was up to the merchant 
to see that they come again. Many 


bought as a matter of convenience,] 


while they were in the stores. 
Purchases were not confined to the 


departments featured in the ad- 


The special promotion was 
only in Seattle and Portiond. 


<oe OR A RirUne iy 
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Good Housekeeping 
<tr 


AS ADVERTISED ~~ 


10B regen Journal, 
SUNDAY, NOV. 10, 1957 


Portland T ops 
Retail Selling 


Portland’s department 
stores made the best com- 
parative sales showing of any 
city on the West Coast in the 
week ended November 2, 
Federal Reserve reports. 


NEW vom 19, N. Ny 
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Advertising Age, December 16, 1957 - 


Large Metropolitan Dailies Fail to Sell Car 


Dealers on Suburban Coverage: Hagopian 


Detroit, Dec. 10—Major metro- 
politan newspapers’ chief prob- 
lem is not convincing advertisers 
and agencies of their penetration 
of “suburbia,” but convincing 
dealers that this is really true. 

Louis T. Hagopian, director of 
advertising and sales promotion, 
Plymouth division, Chrylser Corp., 
told a meeting of the local chapter 
of the American Assn. of News- 
paper Representatives last week 
that the extent of coverage by 
metropolitan dailies in suburban 
communities “remains a deep, dark 
secret to everybody but us and our 
advertising agency.” 

He said the story must also be 
told to local outlying dealers. 
“You’ve been so busy selling us 
that you've completely neglected 
the man whom you're benefiting 
the most,” Mr. Hagopian said. 


® In failing to describe the metro- 
politan newspaper coverage story 
to suburban dealers, he said, big 
dailies are hurting only them- 
selves. “Our good Plymouth dealer 
in an outlying community hasn’t 
been told how the Journal or the 
Post blankets his town,” he said. 


“Nor has he been convinced that | 
the people in his cornmunity read 


the large metropolitan daily to the 
extent they do his local paper. 

“And from what we hear he gen- 
erally has had good success adver- 
tising used cars in the local news- 
papers and is convinced his pros- 
pects read the local community 
paper more thoroughly than the 
metropolitan daily—for the local 
news, for the local merchants’ ads 
—and he is a local merchant.” 

Mr. Hagopian said that while he 
hadn’t talked with other automo- 
bile advertising directors on this 
subject, the volume of complaints 
indicated that other manufacturers 
are experiencing a similar prob- 
lem. 

Mr. Hagopian said: it is not the 
manufacturer’s job to tell the cov- 
erage story, but the job of metro- 
politan dailies. And it is more im- 
perative now because “many of 


again you’ve proved it. You’ve 
proved it for food advertisers, for 
drug advertisers, for cosmetic ad- 
vertisers. 

“But what’s the matter with us? 
Don’t we pay our bills as well as 
Standard Brands? Aren’t our 
schedules as big as Revlon’s? Don’t 
you like us as much as Vitalis? 

“Sometimes I think maybe your 
merchandising men don’t really 
believe in automobiles, that they 
think they’re just another fad, here 
today and gone tomorrow, like 
television,” he said. 


# Mr. Hagopian said there are 


many dailies which are doing an 
ffective job of automobile—and 
Plymouth—advertising, but “the 
merchandising support we get from 
the big metropolitan newspapers 
is definitely spotty.” 

Mr. Hagopian said maybe it is 
our fault” for not demanding 
nore. “But is it our place to ask?” 
he said. + 


Whirlpool Boosts Kane 

Harry M. Kane has been ap- 
pointed general manager of the 
RCA Whirlpool laundry appliance 
division of Whirlpool Corp., St. 
Joseph, Mich., succeeding Jack D. 
Sparks, named director of market- 
ing (AA, Nov. 9). Mr. Kane was 
formerly general sales manager of 
the laundry division. 


A RICH SEVEN COUNTY MARKET 


RETAIL SALES: $233,086,075 


In the heart of Wlinois 
Rich in agriculture . . . boo 
industry —a stable, high income 
market (average family income 


20% above national average). 


178,635 EXCEPTIONALLY PROSPEROUS PEOPLE 


The DAILY PANTAGRAPH 
pays off for advertisers with 

exceptionally high reader traffic . . 
achieved by editing to the interests 
of the people who rely on it. 


For « bigger sales “pay-off”... schedule in « top 
it Daily Pantagraph — 


~ BLOOMINGTON-NORMAL, iLL. 
127 Mi. S. W. Chicago157 N. E. of St Louis 
Represented by Gilman, Nicoll & Ruthman 


| 
| 


our Plymouth dealers are protest- | 
ing bitterly our new scheduling} 
policy of greater emphasis in met-| 
ropolitan newspapers.” 


® The local car dealer is “no pro-| 
fessional media man. He has no} 
way of checking among his neigh- | 
bors to find out who reads the} 
newspapers. If he lives in Wood-| 
bury, N.J., for instance, he has the} 
very normal idea that unless this | 
Plymouth advertising appears in| 
the Woodbury newspaper, it isn’t| 
local advertising,” he said. 

Mr. Hagopian said Plymouth is 
now spending more in newspapers 
than ever before. Its newspaper 
budget in 1957 was 30% above that 
of 1956, and this was not due just 
to increased rates, he said. Ply- 
mouth actually is buying 5,000,000 
more lines this year, he said, and 
added that Plymouth is spend- 
ing more in newspapers than in 
any other media. 

But newspapers, he said, have 
been doing an ineffective job in 
merchandising the automotive 
field. 

“You people are geniuses at mer- 
chandising advertising. Time and 


Just a touch of CALCOFLUOR White PMS Conc. 
gives paper products and printed pieces a 
new “Glow-White’”’ brilliance. This Cyanamid 
fluorescent dye can add real sales appeal to 
any paper product in which whiteness is an 
important requirement. CALCOFLUOR makes 
white paper whiter than ever, with a sparkle 
that immediately says, “Quality!” Your own 
eye will convince you! Just ask your jobber 
for samples of CALCOFLUOR-treated paper and 
compare it with any ordinary white...or write 
to American Cyanamid Company, Dyes De- 
partment, for further information. 


ANNUAL REPORTS, CATALOGS AND ADVERTISING BROCHURES: 
On CALCOFLUOR-treated stock, type is crisp and easier to read...halftones 
achieve maximum contrast between darks and lights. CALCOFLUOR’s 
“‘“Glow-White’’ touch gives you a quality job every time. 


YOUR COMPANY LETTERHEAD, CALLING CARDS, BUSINESS 
FORMS: Your letters take the place of a personal visit from you. On 
‘‘whiter-than-white’’ CALCOFLUOR-treated stock, your letter or calling card 
is cleaner and brighter ...immediately makes a pleasing impression. 


Manuals + Folders + Sales Literature + Greeting Cards + Programs 
Labels + Packages + Books—a\l can be greatly improved with 
CALCOFLUOR White. It will pay you to investigate! 


*Trademark 


—_cC YANAMID ~~ 


AMERICAN CYANAMID COMPANY 
OYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * 
PROVIDENCE 


cHIcaco * 
ATLANTA 


BOSTON * PHILADELPHIA * 
*" LOS ANGELES 


CHARLOTTE 
PORTLAND. OREGON 


NORTH AMERICAN CYANAMIO LIMITED OYES DEPARTMENT MONTREAL AND TORONTO 
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“Purchasing News 


hould be Timely, Complete 
and Easy to Read!” 


says John J. Summersby, Vice President, Purchasing, 
Worthington Corporation 


‘To make profitable decisions, we must know the latest 
factors affecting purchasing operations. News of current 
and projected price trends, commodity situations, new 
products and processes . . . all in concise, accurate form. 
What’s more, we need to know the latest developments 
in new purchasing methods, buyer training, employee 
evaluation and other similar information that can be best 
presented in feature articles. Like purchasing executives 
everywhere, we must contend with an enormous mass of 
printed material; however, there is insufficient time to read 
it all. What we need most is one source of significant 
purchasing information delivered to our desks, in an 
easy-to-read format.” 


This New Up-to-Date Weekly Will 
Deliver Your Story! 


PURCHASING WEEK will give procurement specialists all 
the vital news they seek. It will be presented in a man- 
ner most likely to make them receptive to your sales 
messages. This rapid-fire weekly will keep your prospects 
up to date on your latest product developments, services 
and prices. 


Purchasing Week Completely Covers the 


Areas of Greatest Interest! 


Price and supply, new materials and products, news 
affecting purchasing, Washington and the World, current 
business economics, ‘‘how-to”’ feature stories . . . every- 
thing of importance to purchasing will be on the pages 
of PURCHASING WEEK. Seventeen full-time editors, 
backed by 550 industrial reporters at home and abroad, 
the editorial staffs of 35 other McGraw-Hill magazines, 
the Department of Economics and other McGraw-Hill 
services—PURCHASING WEEK will report all the news 
in ready-to-use form. 


Fast-Moving Purchasing Week 
Will Keep Purchasing Executives 
in Touch with You! 


Each of your sales messages, throughout the year, will 
be concentrated upon the most important men in your 
markets. Your advertising in PURCHASING WEEK will 
be...calling every week on the man your sales- 
man must contact. 


space units of advertising. 


and Industry. 


@® A10\," x 14," type page on coated stock, accepting standard 


@ First issue: Monday, January 6G, 1958. 
@ Initial distribution: 25,000 purchasing executives In business 


For full details on rates, mechanical requirements, and 
a sample ‘pilot’ issue, contact your McGraw-Hill office. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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BDEEYr THovwec Hh T 


Publication presses spinning at a dizzy pace are pleading for 
deep originals—deeper and cleaner than ever before. Every set of 
color engravings produced in our plant is depth tested and rigidly 


inspected for correct dot structure under our special 175X Microscope. 


Another reason why H & M reproductions 


Sell at the Point of Impression. 


mutchings & Melwilie, Frmc. 


CUSTOM PHOTOENGRAVING 


4043 N. Ravenswood Avenue, Chicago 13 + telephone: EAstgate 7-9220 


Advertising Age, December 16, 1957 


Sales Promotion Confab Set 

The Sales Promotion Executives 
Assn. will hold its first national 
convention April 30 through May 
2 at the Roosevelt Hotel, New 
York, Organized in June, 1954, 
SPEA now has 600 members in lo- 
cal chapters in New York, Los An- 
geles, Philadelphia, Pittsburgh, 
Detroit, San Francisco, Boston and 
Chicago. Ernest W. Hull, director 
of advertising and promotion of 
Railway Express Agency, New 
York, is president of the organi- 
zation. 


McCarty Names Konon, Adds | 

McCarty Co., Chicago, has ap- 
pointed Nick A. Konon an account 
|executive and creative director. 
!Mr. Konon formerly was a partner 
'in Konon-Englen-Noone, an agen- 
|cy specializing in the building ma- 
|terials field. McCarty, Chicago, al- 
‘so has been named to handle ad- 
|vertising for Chicago Warehouse 
Lumber Co., distributor of western 
'white spruce. Space and direct 


/mail advertising will be used. 


ONE MAN'S VACATION 


IS ANOTHER MAN'S VOCATION... 


* There was an exception. His first major assignment 
took him to Maine. One picture called for the prettiest 
girls in town. The first to arrive shortly became 
Mrs. Stewart, is still his favorite model and 
enthusiastic traveling companion. 


Appearances can deceive you. This smil- 
ing couple atop Rome's Capitoline Hill are 
not making their once-in-a-lifetime tour of 
Europe's sights. Nor will the pictures the 
gentleman’s camera takes be mere snap- 
shots to show the neighbors back home. 
The scene at left is merely an interlude in 
a hard day’s work. For the man shown 
here with his wife is B. Anthony Stewart, 
chief photographer of The National Geo- 
graphic Magazine. After 30 years of 
pictorial assignments for this famous pub- 
lication, roaming the world, he hardly qual- 
ifies as a tourist. Or snapshot-taker. 


A visit to Rome, Rio, Athens or Antofa- 
gasta is no longer fraught with romance.* 
It means that Photographer Stewart finds 
himself working twice as hard as at home. 
“Only when the job is done, the pictures 
have turned out well, the editor pleased,” 
says he, “can I see in retrospect that the 
Bahamas, for example, are pretty nice.” 
Over 2,000,000 National Geographic fam- 
ilies have enjoyed his illustrations for more 
than 100 articles—examples of painstaking 
craftsmanship that leave their indelible in- 
uence on The Geographic's pictorial ex- 
cellence. His contributions are only one of 
the many reasons why this famous maga- 
zine commands such appeal among such a 
special group of intelligent, high-income 
families. Their attentiveness is so uncom- 
monly strong that many of America’s lead- 
ing advertisers share it with remarkable 
success. Why shouldn’t you? 


NATIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 
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Is this what you 
have to do to pull in 
customers, Mr, Retailer? 
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BRAND NAMES FOUNDATION, « = 
‘ Vom dname 2 Menten 6 TERRES Ones wows <r 
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HELPER—The 1958 trade cum- 
paign by the Brand Names 
Foundation emphasizes operat- 
ing problems common in retail- 
ing and the effectiveness of an 
active brand name policy in 
helping solve them. E. A. Korch- 
noy Ltd., New York, is the vol- 
unteer agency. 


Burnett's McMahan 
Defines 2,000 TV 


| Terms in New Book 


| New York, Dec. 10—If some- 
one shouted “Go to black!” at 
you, and you weren't standing 
at the roulette table in Monte 
Carlo, you might feel a little 
| confused. 
| But not if you have a copy of 
“Television Production—The 
|TV Handbook & Dictionary” by 
Harry Wayne McMahan, pub- 
lished by Hastings House at 
| $7.50. 

Mr. McMahan’s book, de- 
signed to be read as a running 
| text or used as a reference book, 
|covers some 2,000 technical, 
slang and jargon terms used in 
all phases of the tv industry, as 
well as the working procedures. 


s Mr. McMahan emphasizes the 
| practical nature of his book 
when he explains that one of its 
working titles had been “The 
Slang, Sweat and Secrets of TV 
|at Work.” 
| Mr. McMahan comes well 
"armed with the knowledge 
| needed to turn out this kind of 
handbook. After working on 
|newspapers, radio and movie 
films for many years, he joined 
McCann-Erickson in New York 
as vp in charge of tv commer- 
|cial production and as a mem- 
| ber of the creative plans board. 
| In 1957 he became a vp of Leo 
Burnett Co., Chicago, as a mem- 
ber of the plans board and su- 
| pervisor of tv commercial crea- 
tive operations, both writing 
_and production. 

Incidentally, “Go to Black!” 
| is a command to the tv engineer 
to fade the picture on the screen 
|out, until it’s black, + 


Franklin Acquires Fullerton 
Fullerton Mfg. Corp., Nor- 
walk, Conn., manufacturer of 
commercial fluorescent lighting 
equipment, has been acquired 
by Franklin Research Corp., 
Boston. Lawson Fullerton and 
Warren A. Beh, formerly presi- 
dent and vp respectively of Ful- 
| lerton, were elected vps and 
| directors of Franklin. 
Fuller Names Miller A.M. 
| Fuller Co., Catasauqua, Pa., 
|maker of pneumatic systems, 
| has appointed Robert F. Miller 
|advertising manager. Mr. Mil- 
ler, who joined Fuller in March, 
1954, as assistant ad manager, 
succeeds Russell Hawk, who is 
retiring after 22 years with the 
company. 
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8 Common Errors 
in Market Testing 
Listed by Nielsen 


Cuicaco, Dec, 10—Failure to 
develop a successful promotion 
plan is one of eight common 
mistakes made in market test- 
ing new products, according to 
Arthur C, Nielsen Jr. 

Mr. Nielsen, president of A. C. 
Nielsen Co., outlined the eight 
missteps in the December “Niel- 
sen Researcher.” 

He said damage caused by a 
poor test promotion plan is il- 
lustrated by the case of one 
manufacturer who test market- 
ed his product with little pro- 
motion. Because the product 
sold well, national distribution 
was begun, and again little pro- 
metion accompanied the intro- 
duction of the product. A com- 
petitor developed a_ similar 
product and captured the larger 
share of the market by using 
heavy promotion. 


® Other pitfalls listed by Mr. 
Nielsen: 


e Failure to select an average 
market. “Often a test market is 
selected because of its proximi- 
ty to the home office. . . There 
is a danger here that the com- 
pany may enjoy an unusually 
strong franchise in such a mar- 
met. 


e Overspending on promotion 
in the test market. “All too of- 
ten a new product is spoon-fed 


while in the introductory mar- | 


kets via extra promotional ef- 
forts which could not possibly 
be duplicated on a_ broader 
seale.” 


e Failure to measure the total 
market. “If the total competi- 
tive market is not measured, 
there is a danger that a gain for 


the new product of, let’s say, | 


9% may be no better than the 
gain for competing products.” 


e Failure to measure all pos- 
sible sales-influencing factors. 
“There is a tendency to meas- 
ure only the most obvious fac- 
tors emanating from the com- 
pany conducting the test while 
overlooking altogether those 
emanating from competitors.” 


e Failure to allow enough time 
for customers to buy and re- 
buy. (A chart in the “Nielsen 
Researcher” shows that the time 
required to judge new product 
success is under six months in 
only 10% of the cases. Biggest 
percentage [30%] were tested 
25 to 36 months before a judg- 
ment was made.) 


e Failure to expose products to 
competitive counterattacks. 
“The counterattack is inevitable 
and a part of any test should be 
to determine just how effective 
it will be, since the counterat- 
tack will usually have a pro- 
found effect upon the ultimate 
success of the new product when 
launched on a full scale.” 


e Failure to employ proper 
store auditing procedures. 
“When hundreds of thousands 
of dollars, or even millions, 
must be risked on a new prod- 
uct, the cost of measuring re- 
sults is but a small percentage 
of the total potential expense 
involved.” # 


Revelation Gets TV Push 
Revelation smoking tobacco, 
in a new “pouch pack,” is get- 
ting network exposure with 
three commercials on “Mike 
Wallace Interviews” (ABC-TV) 
during December, Philip Morris 
cigarets will continue to take 
most of the commercial time on 
this Philip Morris Inc., New 
York, sponsored show. N. W. 
Ayer & Son is the agency. 


White Sewing Drops 
30-35 Store Leases 

White Sewing Machine Corp., 
Cleveland, will close 30-35 of its 
160 leased sewing machine depart- 
ments in department stores within 
60 days. The company will also 
close three of the four retail 
branch stores opened during the 
last year. 

Most of the discontinued depart- 
ments are in small volume stores 
in communities having populations 


of 75,000 to 150,000 in the East and | 


Midwest. Increasing competition, | published monthly, will step up its 
falling prices, higher selling ex- | frequency to two issues a month. 
penses, reduced margins and the | Effective with this change will be 
impact of Japanese imports were|a new 24-time line rate of 13¢ 
the major reasons cited for the cut-|compared to the present 12-time 
back. The action follows White’s|line rate of 14¢. 


recent announcement of a new 

program of importing Japanese | Leech to Handle Barr Co. 

machines and reducing production| [eech Advertising Co., Cleve- 

of American units (AA, Sept. 9). |1and, has been named to handle 

advertising for Barr Rubber Prod- 

‘Granger’ Boosts Frequency ucts Co., Sandusky, O., manufac- 
Effective in January, the Idaho | turer of rubber balls, balloons and 

Granger, San Francisco, formerly | toys, effective Jan. 1. 


Wax-Size Results 


That’s What Advertisers Reach in 
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National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 


Lorgest Newsstand Sele of Any Sports Weekly 


} Published Weekly Since 1886—70 Continveus Yeors 
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*in cose you hoven’t met these three media 
experts before: Hi stands for high accept- 


once; Brod fer brood market 
for low 
Post. 


put them to work for 


youl 


Tight is Loose? 


REPRESENTED 


Tighten the cinch straps, Mabel. It’s the things that don’t show that add 
charm to a gal—and to a newspaper. You can’t tell from Media Records, 
for example, the painstaking care that goes into making the Post-Gazette 
so much a part of the community it serves. But the extra sales-lift your copy 
gets from the high reader acceptance of the Post-Gazette is one of the 
reasons why advertising is running at an all time high in the Post-Gazette 


—and in no other daily newspaper in Pittsburgh! 


‘s STU woe, 
SL Halabereinag in Hitaburge 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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The Biggest Buy 
in the 
Biggest Market 
in the 
Biggest 
State 


KRLD-TV 


CHANNEL 4 DALLAS 
ASK A BRANHAM MAN 


Screen Gems Shifts Three 


Screen Gems, New York vidfilm 
producer-distributor, has_ shifted 
three of its account executives. 
George Hankoff, who formerly 
covered the Baltimore-Washing- 
ton-Philadelphia territory, will be 
transferred to the national sales 
department in New York. Marvin 
Fraum, formerly assigned to upper 
New York, will take over Mr. 
Hankoff’s old territory. William 
Hart, now in New York City, will 
take over the upper New York ter- 
ritory. 


‘Aircraft & Missiles’ to Harkavy 

Aircraft & Missiles Manufactur- 
ing, new Chilton Co. publication, 
has moved its advertising account 
from Gray & Rogers, Philadelphia, 
to Howard A. Harkavy Inc., New 
York. 


Joslin Gets K.C. Account 

The Kansas City Public Service 
Co. has named Joslin Transit Ad- 
vertising Co., St. Louis, to handle 
the sale of transportation advertis- 
ing in Kansas City. 


attracts more linage 
sells more products. 


Make it First 


Our 4-color Food Section 


on Your Schedule Too! 


ST sy more Han 82,000 LINES 


IN THE ELIZABETH-NEWARK AREA 
New Jersey's Most Concentrated Markets 
RETAIL DAILY GROCERY LINAGE 


ELIZABETH DAILY JOURNAL 1,214,000 
NEWARK NEWS 1,131,000 
NEWARK LEDGER 458,000 


and 


MEDIU 


UNION COU 


Ist Nine Months 
of 1957 


SOURCES: 
Media Records 
Advertising Linage Service 


GROWING 


Inc. 
1d-Griffith Co-, 
aul Representatives 


WORKER—When Sheldon Levine, a trainee at Carson/Roberts, Los 
Angeles, and a student at the University of Southern California, 
was pledged Alpha Delta Sigma, he was given the problem: To 
earn his initiation fees by selling himself as a sandwich man. Towne 
& King, a C/R client, was “delighted to sandwich the schedule in.” 
The ad is a blow-up of one run by T&K in Sports Illustrated. 


Like Salesman, Ad 
Must Be Persistent, 
Baxter Tells NIAA 


Cuicaco, Dec. 10—Much indus- 
trial advertising loses its punch 
because it lacks continuity, the 
Chicago chapter of the National 
Industrial Advertisers Assn. was 
told last night. 

“You start off on the wrong foot 
when you plan your strategy, be- 
cause you don’t have a single ob- 


jective,” said John H. (Jack) Bax- 


CINCINNATI 


IN ALL CINCINNATI 


In Grocery Store Advertising 
In Drug Store Advertising 
In Number of Retail Ads 


EVERY EVENING 


In A.B.C. City Zone Circulation 


In Hamilton County 
In Cincinnati Metro 


#1 Evening Newspaper. 


counts the most.” 


Circulation 
Area Circulation 


LEADERSHIP 


WHERE LEADERSHIP COUNTS 
THE TIMES-STAR IS THE #1 EVENING NEWSPAPER 


In the big A.B.C. City Zone, where 74% of the effective 
buying income of the }9-county Cincinnati A.B.C. Trading 
Area is concentrated, the TIMES-STAR is the undisputed 


Cincinnati Drug and Grocery advertisers, who measure results 
at the cash register, pick the TIMES-STAR as #1 in all 
Cincinnati. You, too, will sell Cincinnati best when you 
concentrate your advertising in the TIMES-STAR, the Evening 


Newspaper with greater circulation concentration “where it 


The Cincinnati Times-Star Carries More Retail Ads 


Than Any Other Cincinnati Newspaper 


GREATER 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE 
WEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES, FLORIDA REPRESENTATIVES: McASKILL & HERMAN, MIAMI BEACH 


ter, vp and creative director for 
Earle Ludgin & Co. 

Mr. Baxter showed survey re- 
sults which indicated an average 
salesman makes his sale on the 
sixth call, “Do advertisers make 
six calls?” he asked. “Why give 
up so easily?” 

He also dispelled some notions 
of what makes for effective ad- 
vertising by quoting results of var- 
ious surveys, and emphasized the 
importance of effective illustra- 
tions. 

“For every 100 people you stop 
with an effective picture, 38 will 
read the copy,” he said, citing a 
1956 Starch report. “High noting 
(of ads) means high readership, 
and high readership means more 
sales prospects.” 


® Turning to copy content, Mr. 
Baxter noted that, according to a 
1956 Gallup-Robinson check, only 
16% of industrial ads had any news 
in them, though “newsy” ads out- 
draw others in readership 2 to 1. 
“A newspaper headlined ‘No News 
Today’ would be very strange,” he 
said. “Yet that is what many in- 
dustrial advertisers say in their 
ads.” 

Color also is used unwisely in 
many industrial ads, he said. Black 
and one-color ads, uuless used for 
a specific purpose, such as high- 
lighting a product in use, can ac- 
tually reduce readership, he said. 
Copy written over color has been 
shown by Starch surveys to reduce 
readership by as much as 15%, he 
added. # 


Reach, McClinton Names Two 
Harold Cobb, formerly director 
of marketing of Seth Thomas 
Clocks, a division of General 
Time Corp., has joined Reach, Mc- 
Clinton & Co., New York, as an 
account supervisor. Reach, Mc- 
Clinton also has named Barbara 
Marsak, formerly with Crossley, 
S-D Surveys, a project supervisor 
in its research department. 
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The New Yorker’s attitude toward its readers has a lot 


to do with the results it produces for its advertisers. What 


is it? It is an attitude of respect* for their intelligence. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


NEW YORKER 


New York, Chicago, London, San Francisco, Les Angeles 
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Sheridan Joins Council 


a 
ed 


3 Rocky Mount 


2 


saws 


the way to 
more effective 
media selection 


Denver Retailers point 


“Good Morning” Newspaper 


. 


FIRST in 9 important Media Records 
retail classifications with 2,569- 
633 lines, 58.7% of all linage in 
these classifications, first 10 months 
of 1957. 

Medio Records 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


Martin Sheridan, formerly direc- 
tor of public relations of Admiral 
Corp., Chicago, has been appointed 
director of information and publi- 
cations of the New England Coun- 
cil. Mr. Sheridan, a native New 
Englander, had been with Admiral 


been on the staffs of Carl Byoir & 
Associates and Steve Hannagan, 
both in New York. 


Dynamic Films Expands 


new building at 405 Park Ave. 
Sound stages and editing rooms at 
the present location at 112 W. 89th 
St. will be enlarged. 


Breitner to Ehrlich, Neuwirth 
Harold Breitner, formerly a di- 
rector and vp of Hicks & Greist, 
has joined Ehrlich, Neuwirth & 
Sobo, New York, as a vp and mem- 
ber of the agency’s 


board. 


since 1951 and before that had 


Dynamic Films, New York, is 
moving its executive offices to the 


executive 


Newcomers Find They're 
More Useful Than Maps, 


Especially in Downpour 


By. Elisabeth Ortiz 

BANGKOK, Dec. 10—But for the 
advertising business, social life 
among members of the foreign col- 
ony in Bangkok would soon grind 
to a halt. 

It is the outdoor boards and the 
neon signs that tell the farangs 
how to get where they are going. 

Street names and numbers, so 
useful in other countries, don’t 
help here. If they exist at all, they 
are in Thai, a graceful and pretty 
script resembling Pitman’s short- 
hand—and about as intelligible to 
the uninitiated. Also, the Thais are 
apt to call the streets by names 
different from the ones foreigners 


a 
uP ay 
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how much 
advertising 


are YOu, 


tree 


It happens every day—all over the country in widely scattered news- 
papers. A dealer decides to advertise your brand without benefit of co-op 
contract . . . a manufacturer advertises and without your knowledge tells 
the reader that he uses your “brand name” product in the fabricated 
item he offers. This is FREE advertising, and you should know about it. 

Then, you can budget your paid space to better advantage. These 
ACB services can tell you what you are getting. 


RETAIL STORE REPORTS 


Provide accurate check- 
up of dealer tie-in adver- 
) tising covering your own 
and/or competitive ac- 
counts. A widely-used 
‘service for determining 
sales policy and directing 


salesmen’s efforts. Reports can show linage; 
cost of space; city; publication; sales terri- 
tory; dealer name; product and price ad- 
vertised; mats used; totals and percentages. 


TEAR SHEET SERVICE 


2 AS Tear sheets are the basis 
ij ," “"ey of all research in news- 
| lean paper advertising. ACB 
' a can furnish tear sheets 
' se containing advertising of 


any specified dealer or 
national advertising. ACB 


tear sheets are complete pages and show 
position, full headline information, etc. 


BRAND MENTIONS 


ACB’s Research 
Service that serves the 
large group of manu- 
facturers and others 
whose trade names are 
promoted to the con- 
sumer as part of the 
advertising of other concerns. Widely used 
by producers of ‘‘name brand”’ fabrics; 
publishers; and many manufacturers in 
hard-goods lines. 


ADDITIONAL SERVICES 


11 additional services are available. De- 
scribed in ACB Catalog sent free on request, 
or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicago (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. + Memphis (3) 161 Jefferson Ave. * Sam Francisco (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY 


DAILY NEWSPAPER 


use. 

In any event, no one bothers 
much with anything but the main 
streets. Since the sois (literally 
lanes, but really side streets—and 
where everyone lives anyway) are 
under water a good part of the 
year, and are better for fishing 
than riding, why bother with 
names? A lack of street lighting 
further complicates matters. 


® Invitations to the cocktail par- 
ties come on printed cards, each 
accompanied by a mimeographed 
map explaining the address. Trib- 
ute is paid implicitly to the adman 
as follows: 

“Take the Paknam Road to 
Bankapi and turn at the Kodak 
sign; house is third on left,” reads 
one. Or, “Pass the Kodak sign and 
turn at the Shell sign,” reads an- 
other. (With the swift tropical 
night coming down, and like as not 
a lot of swift tropical rain, that 
|Kodak sign can be the best thing 
|you ever saw.) 

If you live outside the fashion- 
able suburb of Bankapi, things can 
get tough, especially if you run out 
lof signs. This conversation took 
|place recently: 

“You know the Victory Monu- 
ment?” 

“No.” 

“You know the Pan-American 
sign?” 

“Ves.” 


Advertising Age, December 16, 1957 


Outdoor Boards in Bangkok Teach 
Geography as Well as Sell Products 


“That’s where the Victory Mon- 
ument is. Well, you go on past the 
Pan-Air sign, turn on the Air In- 
dia sign, and go on past Caltex, 
Mobilgas and Shell. Then you turn 
right, and you’re on your own; 
you’l) have to follow the map.” 


® Newcomers are directed to shop- 
ping centers by old Bangkok hands 
in much the same way. 

There are some good Chinese 
grocery stores between the Rolex 
and the Sylvania signs, one is told. 
Between the Mirinda orange and 
the Pepsi-Cola signs is the shop 
where you get Schweppes tonic 
water. 

Outdoor signs, which in other 
countries have been attacked for 
obscuring the public view, in 
Bangkok are strictly a public serv- 
ice. 

This thought led one wit, in the 
just-ending rainy season, to parody 
the parody of “‘Trees.” 

I think that I shall never see 

A billboard lovely as a tree, 

Yet I prefer the billboard far, 

Since billboards tell you where 

you are. 

Though trees may look on God 

all day, 

I'd sooner far be on my way. 

I really find it quite a pain 

To intimately live with rain. 

Road maps are bought by fools 

like me, 

But it takes an adman to put a 

billboard at the right crossing. 


Coca-Cola Increases Earnings 

Coca-Cola Co. reports a consoli- 
dated net profit of $24,766,970 in 
the first nine months of 1957, 
which is 2.2% more than the $24,- 
242,976 cleared in the like period 
of 56. William E. Robinson, presi- 
dent, notes that the company’s 
sales for the nine months this year 
were the largest in its 71-year his- 
tory. 


LaFrance Joins WNHC-TV 

Albert H. LaFrance, regional 
and local sales manager of Rollins 
Broadcasting & Telecasting Co., 
Plattsburgh, N. Y., for the past 
three years, has resigned to join 
the sales staff of WNHC-TV, New 
Haven. 


+ + 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Represented Nationally by Burke, Kuiper & Mahoney, Inc. 


Romunkchle Kechfond 


31sf in the nation in spendable income per household! 
2nd largest machine tool center in the world! 


11th in the nation in postal savings! 


Remarkable Rockford, Illinois is a market that can 
mean real profits for you. 


It is a growing industrial 


community . . . surrounded by a rich agricultural area. 
For full details write for new FACTS BOOK! 


© IN ILLINOIS — 
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This Newspaper R.O.P. Color Data Book is designed for 
advertisers and their advertising agencies as a guide to 
newspapers publishing R.O.P. Color in the 201 largest 
Metropolitan Markets. It contains consumer market data 


and ranking of markets by population, retail sales and 
food sales. 


ao mereoroutan All newspapers with 20,000 or more daily circulation 


that are published in Metropolitan Areas are listed. Cir- 
culation, rates, costs for several space units, and R.O.P. 
Color information are provided 


This book is published by The Washington Post and 
Times Herald with the assistance of Standard Rate and 
Data Service and the Sawyer Ferguson Walker Company 
to facilitate the work of computing color schedules for 
papers in any one or all of these areas. Send for your free 
copy today. Fill out the enclosed coupon and mail to any 
one of the Sawyer Ferguson Walker Company offices. 


Send For Your Copy Today 


Pi d of the N Color Data Booklet. , : : : 
EE ee ne ee er ee Nothing sells like color, and in Washington 


NUM 2 « nnn no cndnn iui teeta doko s dae eae R.O.P. Color advertising can be run in The 
Washington Post and Times Herald at a lower 
cost per thousand readers than black and 
Aiea 6 ook 5 SESE Eo a nw ec ce white tn the other standard size newspaper. 


The Washington Post 


Times Berald 


SAWYER FERGUSON WALKER COMPANY 


300 Park Avenue 3 Penn Center Plaza . : 
New York, New York Philadelphia, Pennsylvania pte a Ta. than any 
333 North Michigan Ave. Russ Bldg. other ashington newspaper 
Chicago, Illinois San Francisco, California : 
1630 Guardian Bldg. 3242 West 8th Street 
Detroit, Michigan Los Angeles, California 
1023 Fulton Vance Bldg. 
National Bank Bldg. Seattle, Washington 


Atlanta, Georgia 
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Way Leaves W&4L; 
Zerweck Joins as VP 

Harry D. Way has resigned as 
media director of Warwick & Leg- 
ler, New York, effective Dec. 31. 
Mr. Way will announce his plans 
shortly. The agency will name a 
new media director on Jan. 1. Re- 
portedly, Mr. Way will be succeed- 
ed by Harold H. Dobberteen, who 
recently left Bryan Houston Inc., 
where he was vp and media direc- 
tor (AA, Nov. 25). 

William Zerweck has joined the 
agency as a vp. He was formerly 
with Norman, Craig & Kummel. 
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“Awful lot of Sunday drivers out 
today!” 


NOTE: WE DO NOT ACCEPT BAIT 
ADVERTISING IN... 


Emerson-Pryne Co. Appoints 
Advertising Associates 

Advertising Associates of Cal- 
ifornia, Riverside, has been named 
to handle advertising for Emerson- 
Pryne Co., a division of Emerson 
Electric Co., St. Louis, with plants 
in Pomona, Cal. The company, 
with an annual budget of more 
than $100,000, has set two-color 
spreads in six magazines, begin- 
ning in January. 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, Ill. 
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In 1956, farmers spent 22 billion 
dollars in farm production and 20-plus 
billion for other commodities. 

This buying power is concentrated in 
27% (1,289,877) of America’s farms hav- 
ing over $5,000 gross income annually. 
These farms produce 78.8% of all farm 
income. 

These farmers, a product of the revo- 
lution in agriculture, operate the bigger, 
better managed, more highly specialized 
farms . . . whose interests are best served 
by specialized business magazines such 
as Poultry Tribune. May we send you 
a copy of our new booklet, Farming 


2 A. wJack 
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LESLIE A. WATT 
President and Publisher 
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PUBLISHING 
“COMPANY 


IS A BUSINESS 


A concise, factual summary of 


farm market statistics . . . a 
valuable addition to your media 
files . . . an analysis of cost 
and waste in farm market 
advertising. 


Sandstone Building 
MOUNT MORRIS, HLL 
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Advertising Age, December 16, 1957 


CONSUMER POLL—When El Universal, Caracas daily newspaper, asked 
its readers which were the best companies in various commercial 
and industrial fields, it received 30,214 replies. Here, Kjell Nord- 
by, L. M. Ericsson Telephone Co. 
the award presented to Telefonos Ericsson C. A., for being the best 
telephone equipment company (10,440 votes). Other winners in- 
cluded Parker Pen Co., Max Factor & Co. and Mercedes Benz. 


representative in Caracas, holds 


New Chevy Radio 
Buys Bring Total 


Newscasts to 22 


New York, Dec. 10—Chevrolet is 
going in heavily for radio news- 
casts. 

This week the auto maker starts 
a new 10-minute Monday-through- 
Friday John Daly show on ABC. 
Mr. Daly’s radio newscast will be 
presented at 6:30 p.m., EST; his 
ty news roundup is scheduled at 
7:15 p.m., EST, on working days. 

In addition, Chevrolet has added 
three more five-minute news seg- 
ments per week on CBS. The com- 
pany already has 14 newscasts 
weekly on that network. Camp- 
bell-Ewald Co. handles the Chev- 
rolet account. 

CBS also sold a two-week holi- 
day schedule to American Home 
Products starting Dec. 21 through 
Young & Rubicam. 


# Other new business at ABC in- 
cluded three new sponsors for 
“Breakfast Club’’—Buitoni Foods 
Corp. (Albert Frank-Guenther 
Law), Kitchen Art Foods (Wright, 
Campbell & Suitt) and Magla 
Products (Edward Lieb Advertis- 
ing). Sterling Drug bought five 
segments weekly on the “Herb 
Oscar Anderson Show” plus a late 
news program five days a week. 
The Sterling business was placed 
through Compton Advertising. + 


‘Everywoman’s’ Adds Rep 

Everywoman’s Magazine has 
mamed Thomas L. Masson Co., 
Boston, its New England represen- 
tative. Everywoman’s previously 
handled the territory from its New 
York office. 


Edelston Joins ‘Cosmopolitan’ 

Martin L. Edelston, formerly 
with House Beautiful, has joined 
the New York sales staff of Cos- 
mopolitan. 


Four A’‘s Elects Three 

The American Assn. of Adver- 
tising Agencies has elected W. B. 
Doner & Co., Detroit, Gordon 
Marks & Co., Jackson, Miss., and 
Frederick E. Baker & Associates, 
Seattle, to membership. 


Jackson Joins Lithographer 

Morton B. Jackson, formerly ex- 
ecutive director of the Point of 
Purchase Advertising Institute, 
has joined Oberly & Newell, New 
York lithographer, as a vp. 


Too Much Packaging 
Research Done out 
of Context: Landor 


Cuicaco, Dec. 10—Too much 
packaging research in a yvacuum— 
that was the lament of Walter 
Landor, industrial designer, at the 
National Food Packaging Sympo- 
sium last week. 

Too much research in the pack- 
aging field is being conducted out 
of context, he maintained. “Design 
testing methods which submit to 
the temptation of dissecting a de- 
sign into parts—testing color as 
one part, symbolism as another, 
retention value, eye movement, 
etc.—all isolated from each other 
are crutches,” he said. 

“But crutches are at best tem- 
porary expedients holding up an 
ailing body; they can never cure 
it. What will sell the product is 
the soul, the spirit of that body.” 

Mr. Landor paid tribute to “en- 
lightened research conducted by 
men like Ernest Dichter and Elmo 
Roper,” but decried “the absence 
of flexibility of method in the 
semi-mechanical tests which have 
become popular because of their 
speed and low price.” # 


Jordan Joins Gerber 

Carl D. Jordan has joined Ger- 
ber Products Co., Fremont, Mich.., 
baby food processor, as supervisor 
of advertising services. He was for- 
merly assistant advertising man- 
ager with the frozen foods division 
of Stokely-Van Camp Inc. 


Meteor Names Allman Co. 
Allman Co., Detroit, has been 
appointed to handle advertising 
and marketing counseling for Me- 
teor Photographic Co., Detroit. 


Yes, Mary, there is a standard clause! 


Like every radio station, WBNS 
Radio has standard clauses, but 
what isn't written into the contract 
but is delivered is the top Pulse 
ratings in 315 out of 360 quarter 
hours, Monday thru Friday, 6 a.m. 
to midnight. The rich Central Ohio 
listening area with $3,034,624,- 
000.00 of spendable income is 
standard equipment for those who 
buy WBNS Radio. Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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“Sell the POST 


INFLUENTIALS —they tell the others!” 
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Business to Dip, 
Then Rise in ‘58, 


‘Newsweek’ Says 


Report Says Advertising, 
Selling Will Be ‘More 
Aggressive Than Ever’ 


New York, Dec. 10—“A slight 
slide, then a slight rise.” That’s 
the business outlook for 1958. 

“The gross national product—the 
dollar value of all goods and serv- 
ices produced—is now running at 
an annual rate of $440 billion. In 
the first half of next year, experts 
expect things to slow down to a 
$435 billion annual clip. 

“But after that, bigger defense 
spending, more road and home 
building and a surge of consumer 
buying should speed things up 


once more.” 


s These predictions are made in 
a business forecast for 58 which 
occupies a ten-page special section 
in Newsweek’s Dec. 16 issue. It 
also includes (1) the latest Nation- 
al Industrial Conference Board’s 
quarterly survey of capital ap- 
propriations, (2) what is called the 
first “for the record” interview 
with Treasury Secretary Robert B. 
Anderson, and (3) a look forward 
into the “golden ’60s,” which many 
U.S. business men think “will put 
the boom of the ’50s in the shade.” 

The latest NICB survey of in- 
dustry spending shows that during 
the third quarter of 1957, “capital 
appropriations of the nation’s 1,000 
largest manufacturers declined 
31% from the same period of 1956. 
Backlogs of money already on the 
books declined 11%, also a record 
drop. 

“Historically,” the report says, 
“once such outlays start to dip, 
they don’t reverse themselves 
quickly or easily. The size of the 
appropriations decline in the latest 
survey indicates not only that ac- 
tual outlays will head downward 
at the start of the year, but will 
maintain that trend right through 
next December, if not longer. But,” 
it adds, “while the decline may be 
a long one, present evidence sug- 
gests it should not be precipitous.” 


= “In the all-out race for mar- 
kets,” Newsweek says, “advertis- 
ing and selling promise to become 
more aggressive than ever.” 

On foreign trade, the report 
notes, “It’s slowing down right 
along with business at home. U.S. 
exports this year may well set 
another record—around $20 billion 
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prints 50 4.50 $ 6.00 
100 8.00 9.50 

250 17.50 22.50 
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1000 55.00 75.00 
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aed As U.S. manufacturers have 
throttled back, imports—especially 
of raw materials—have been drop- 
ping off. Buyers abroad are expect- 
ed to chop back orders for Ameri- 
can products about 5%.” 
Regarding the 1960s, the report 
notes that “ten years from now 
the seers expect U.S. consumers to 
buy 10,000,000 new cars and 50,- 
000,000 new major appliances a 
year vs. 6,000,000 cars and around 
30,000,000 appliances in 1957.” 


years from now, in 1960, U.S. man- 
ufacturers expect to be getting 
10% of their sales from products 
that haven’t yet been put on the 
market.” # 


SALES STEADY, PROFITS 
TO BE OFF, SAYS NAM 

New York, Dec. 10—Sales in 
1958 should equal or excel those of 
1957, but profits are likely to re- 
main about the same or slightly 
lower, according to findings in a 
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the convention of National Assn. 
of Manufacturers, 

The business outlook was de- 
scribed by William Bynum, presi- 
dent of the Carrier Corp., as “fair, 
with scattered clouds and a chance 
of thunderstorms along two warm 
fronts—the taxation and labor 
fronts.” 

Replies by 24% of the 18,000 
manufacturers to whom the NAM 
questionnaire was mailed showed 
the following breakdown: 


“just two|survey reported here a week ago at 


e On sales, 36% predicted they 


would be up in '58; 45% predicted 
they would be about the same as 
in 57; 19% predicted a downturn. 


e On profits, 22% anticipate they 
will be higher; 45% believe they 
will be about the same; 33% think 
they will be lower. 


e On business expansion, 19% be- 
lieve there will be an increase; 
55% believe it will remain about 
the same; 26% look for a decline. 


® Barriers to expansion were list- 


“And trade publication advertising is an 


Since 1953, E. Henry Lamkin has been a director and 
Vice President of Aero Mayflower Transit Company, 
with full responsibility for sales, advertising and 
public relations. Early in 1930 he was employed to 
open a new Mayflower sales office in Louisville. Some 
months later the company inaugurated the practice 
of granting exclusive franchises, and he went on the 
road to help appoint and indoctrinate new agents. 
In 1935 he became Executive Secretary of the May- 
flower Warehousemen’s Association, in the next 
10 years doing much to shape the policies and stimu- 
late the growth of this organization. In 1945 he 
became an officer of a Mayflower agency in Akron 
and 18 months later returned to Aero Mayflower as 
General Sales Manager. Recently we visited amiable 
and experienced Henry Lamkin in his Indianapolis 
office, where he gave us his views on the growing 
importance and use of trade publications as an adver- 


tising medium. Here, in part, is our conversation. 


Q Mr. Lamkin, when and under what 
circumstances was Aero Mayflower 
Transit Company formed? 


A Itall started in 1927, when Mr. Gentry 
and Mr. Kenworthy organized the May- 
flower Transit Company. Previously Mr. 
Gentry had gained considerable experi- 
ence in trucking and, with his interest 
aroused to the untold possibilities of the 
long-distance moving business, he had 
little difficulty in convincing his friend 
Mr. Kenworthy to join as a — in 
the new venture. It was a year later, after 
a reorganization, that our present name 
was aieeted. 


Q just what is the scope of your 
organization? 


A Aero Mayflower is an interstate com- 
mon carrier of household goods—in 
brief, an interstate mover. 


Q And what is your position within the 
industry? 


A We are one of the largest organiza- 
tions in the field. We have enjoyed con- 
tinuous growth since the very stomdon 7 
In fact, we have doubled our come 
every 5 years for the past 20 years. 


Q How did you sell your services in 
the early days? 


A Until October 1930 Mayflower sold 
its long-distance moving services through 
branch sales offices located in the larger 


cities east of the Mississippi and north of 
the Ohio. At that point we changed to 
our present policy of granting exclusive 
franchised territories for agents. This 
exclusive franchise, plus the character of 
the Mayflower service and sales pro- 
gram, has made a Mayflower agency the 
most sought-after in the long-distance 
moving industry. 


Q How many agents do you have at 
the present time? 


A More than 600. 


Q You are of course national in scope 
of operations. 


Aoh yes. In fact, we are now operating 
internationally. As a matter of interest, 
Mayflower received the first nation-wide 
operating certificate in the household 
goods industry ever to be issued by 
the ICC. 


Q When did advertising first come into 
the picture at Mayflower? 


A In 1938 the company undertook the 
development of a coordinated sales pro- 
motion program to help its agents do a 
better job of selling Mayflower services. 
This called for the creation of numerous 
sales tools and a great many advertising 
pieces for our agents to use, plus a 


limited amount of space advertising, 
which we placed on our own, 


Q Was the bulk of Mayflower adver- 
tising placed by your individual agents 
in those days? 


A Yes. As a matter of fact, at that time 
we had an agreement with our agents 
that they would do all advertising. To 
help the situation along, however, we 
did provide mats and electrotypes, plus 
a certain amount of help and Eecchen. 
But it wasn’t long until we changed both 
our thinking and our method of oper- 
ation. We then undertook a carefully 
coordinated and aggressive advertising 
program to reach all our publics—one 
designed to reach them effectively and 
consistently. 


Q Were your early advertising activities 
confined to the trade press? 


A Yes. You see a substantial portion of 
the interstate moving business consists 
of industrial accounts—moving the key 
personnel of various industries from one 
place to another. Sometimes we move 
the individual, sometimes the entire or- 
ganization. To make sure that we would 
et our full share of these so-called 
‘industrial moves,” our first advertising 
efforts were designed to reach traffic 
managers, sales managers, purchasing 
managers, and others who either influ- 
ence or actually select the mover. 
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ed as follows: taxation, 22%; in- 
creased costs, 22%; business un- 
certainty, 21%; tight credit, 13%; 
union demands, 10%. 

As to the greatest problems fac- 
ing American business, 22.4% 
named taxation; 21.7% cited labor; 
11.2% indicated uncertainty of 
business trends, and 9.3% said 
costs. 

Officers elected at the meeting 
included Milton C. Lightner, 
board chairman, Singer Mfg. Co., 
Elizabeth, N.J., president; and 
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Stanley C. Hope, president of Esso|‘CID News’ Accepting Ads 

Standard Oil Co., New York, na-| CID News, a monthly periodical 
tional vp, which customarily sched-| distributors’ trade paper published 
ules him for the 1959 presidency. #|by the Council for Independent 


Tilden Joins Nashua Corp. 

Freeman Tilden, formerly an ac-| ber issue. Acceptance of advertis- 
count executive and a member of|ing, CID News says, is part of a 
the industrial plans board of Cham-| general revamp and expansion of 
bers, Wiswell, Shattuck, Clifford &|the publication in step with the 
McMillan, Boston, has been ap-|expansion of the independent dis- 
pointed advertising and sales pro-/|tribution industry following with- 
motion manager of Nashua Corp.,|drawal of the American News Co. 
paper converter. 


Distribution, began accepting ad- 
vertising starting with its Decem- 


from the field. 


Simmons-Boardman Buys 
‘Railway Purchases & Stores’ 

Simmons-Boardman Publishing 
Corp., New York, has purchased 
Railway Purchases & Stores, 50- 
year-old monthly business paper, 
serving railroad purchasing and 
stores departments, published in 
Chicago by Edward Wray. Mr. 
Wray will continue his association 
with the magazine in an editorial 
capacity. 

The publication, founded in 1908 
as Railway Storekeeper, adopted 


its present name in 1920, when Mr. 
Wray acquired the property. Sim- 
mons-Boardman publishes six oth- 
er rail magazines: Railway Age, 
Selecciones del Railway Age, Rail- 
way Track & Structures, Railway 
Freight Traffic, Railway Locomo- 
tives & Cars, and Railway Signal- 
ing & Communications. 


Daroff Charges Korvette with 
Fair Trade Violation 

H. Daroff & Sons, Philadelphia, 
has filed suit against E. J. Korvette 


important ‘must’ 


Q Do individual movers still account 
for the major part of the interstate 
moving business? 


A The percent of such business is de- 
creasing, but it’s a little hard to say to 
what extent. As recently as 1949, per- 
haps 60 to 65% of our volume was les. 
trial or commercial account business. 
But around that time many organiza- 
tions started to leave selection of the 
mover to the individual being trans- 
ferred. And because payments for moves 
arranged by an indiwideal are almost 
always made by certified check or cash, 
it is difficult to classify the type of move 
involved. At any rate, as the number of 
industrial moves decreases, the number 
of moves arranged by individuals in- 
creases. I can say that the industrial end 
of the business is still very sizable, 
though. 


Q Does the trend you mention change 
the pattern of your advertising activities? 


A Yes it does. As the importance of in- 
dividual preference increases, it becomes 
necessary for us to do more and more 
consumer advertising. But this trend has 
not lessened to any degree the impor- 
tance of the industrial accounts and the 
usefulness of the trade publications we 
advertise in. 


Q How many trade publications do you 
now use? 


A About 12. 
Q What are your advertising objectives? 


} A They are twofold. One is the objective 
of keeping the business growing in pace 
with the growth of population—you 
might say getting our share of the 
business. 


Q And what about the second ob- 
jective? 


| A It’s psychological. It’s looking to the 
future. We want the public to think of 
Mayflower when it thinks of moving. 
We intend to stay in business a long, 
long time—and we want to mold public 
opinion in our favor. 


Q In other words, your advertising is 
intended to build corporate identity as 
well as give direct support to the May- 
flower sales efforts. 


A That is correct. 


Q Is your advertising copy intended to 
close a sale? 


A No. On this score, we believe that if 
we build a reputation for integrity and 
know-how, the doors will be wide open 
to our representatives who do the actual 
selling job. Advertising alone cannot 
keep our business going. It takes the 
direct contact of an experienced sales- 
man to bring in an order. 


Q But advertising is important to the 
success of your sales effort. 


A Absolutely. And trade publication 
advertising 1s an important “must” in 
our coordinated sales campaigns. 


Q What are your views on the subject 
of frequency and continuity in adver- 
tising? 


A Our business is one that is highly 
seasonable, and for this reason we do 
make certain adjustments in our con- 
sumer schedules. However, we have 
found it best to maintain a steady and 
frequent schedule in the trade press. 


Q Do you use testimonials and endorse- 
ments to tell the Mayflower story? 


A Yes, we frequently do. There is, of 
course, a highly “personalized” angle to 
our business, and our advertising is 
written to feature the service itself—its 
flexibility to meet the needs of the indi- 
vidual shipper, the satisfaction assured 


**Trade magazines are the best and most direct 
way for us to reach the audiences we want. 
They carry the Mayflower story direct to those 
who use or influence the use of the services 
we sell.’’ 


in our coordinated sales campaigns” 


through a Mayflower move. Some years 
ago we started the practice of furnishing 
each customer a form requesting com- 
ments and suggestions immediately 
following a move, We call them our cus- 
tomer reply cards, and many of the com- 
ments they contain help us develo 
factual and credible testimonial-type ad- 
vertisements. 


Q Do you feel that trade publications 
are steadily increasing in importance to 
the advertiser? 


A\I do indeed. And as evidence of my 
belief, you'll find that our schedules have 
consistently increased the amount of 
space used and the number of publica- 
tions used, It is true that these increases 
are related to the growth of our business, 
but they also indicate the increasing im- 
portance of the publications themselves 
to our business. 


Q Do you fee! that the trade press is 
satisfactorily fulfilling its responsibilities 
to readers and advertisers? 


A Yes, I believe that today’s responsible 
trade magazines are doing a very sound 
job. Like Aero Mayflower, they have a 
service role to perform. They have the 
responsibility to provide accurate and 
reliable information and they are meet- 
ing it squarely. 


Q Earlier you said that trade paper ad- 
vertising is a must in any Mayflower 
sales campaign. Why is this so? 


Alvs strictly a matter of results with us. 
Trade magazines are the best and most 
direct way for us to reach the audiences 
we want. They carry the Mayflower story 
direct to those who use or influence the 
use of the services we sell. And trade 
publications deliver our sales story in a 
medium the reader is familiar with and 
which he relies on for much of his busi- 
ness direction. That’s important. 


Through the use of trade and industrial publications you are able to communicate 
with your customers and prospective customers in an atmosphere that is natural to 
them, most productive for you. In this respect, the responsible trade press serves a 
purpose unduplicated by any other selling force. 

Chilton publications cover their chosen fields with an editorial excellence and a strict 
control of circulation that assure confidence on the part of readers and advertisers. 
With such acceptance goes proportionate selling power. 


Chilton 


COMPANY - 


Chestnut and 56th Streets » Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: The Iron Age + Department Store Economist + Spectator 
Hardware Age «+ Hardware World «+ Jewelers’ Circular-Keystone + Motor Age 
Automotive Industries + Distribution Age « Optical Journal and Review of Optometry 
Boot and Shoe Recorder + Commercial Car Journal + Butane-Propane News 
Gas « Electronic Industries + Aircraft & Missiles Manufacturing + Book Division 


Inc., Springfield, Pa., charging the 
store with violation of the state’s 
fair trade law and misrepresenta- 
tion in the sale of “Botany 500” 
suits. 

Botany suits retail for $65. At a 
recent hearing in Delaware Coun- 
ty common pleas court, Media, 
Pa., Daroff lawyers said that suits 
which Korvette salesmen called 
genuine “Botany 500” were being 
sold at $42.97. David Goldstein, 
Korvette manager, said no more of 
the suits were on hand, and that 
none would be offered for sale un- 
til disposition of the case. 
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Busy week on the Union Pacific 


A McGraw-Hill Magazine 
Member Audit Bureau of Circulations 


Arthur Stoddard, always-on-the-move President of the 
Union Pacific Railroad, carries his office in his hat. 
Here, he sends instructions ahead via short-wave radio, 


while inspecting the UP Diesel shops at Omaha. 


The man who runs a railroad learns early in life the high cost of the 
lost minute, the importance of a running inventory of the business facts 
and figures that fuel locomotives and fill freight cars. He finds in Busi- 
ness Week, as Subscriber Arthur Stoddard does, a timetable ideal for 
his needs. No other magazine publishes nearly as much about the world 
of business. Yet no other is so parsimonious with a busy man’s time. . . 
in its crisp, department-by-department presentation . . . in its news- 
sense that edits out the inconsequential, while giving meaning to the 
essential. No wonder management consistently calls Business Week 
“most useful” of all general-business and news magazines . . . persist- 
ently places the most advertising in its pages. For management knows, 
from its own reading habits (as does BW advertiser, Union Pacific) : 
You advertise in Business W eek when you want to influence manage- 


ment men, 
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Audio-Visual Assn. 
Offers Trade Directory 

The National Audio-Visual 
Assn., Fairfax, Va., has published 
a 1958 membership list and trade 
directory containing information 
on services offered by some 400 
audio-visual dealers. Copies are 
available free from the association, 
Box 337, Fairfax, Va. 


5 Pepsi Plants Name Acomb 
Robert Acomb Inc., Cincinnati, 
has been named to handle adver- 
tising for five Pepsi-Cola plants, 
effective Jan. 1. The plants are 
located in Lexington, Ky., and Cin- 
cinnati, Hamilton, Ripley and 


Old Psychological Rule—Ist Claim Wins— 
Not Always True, New Yale Volume Reports 


New Haven, Dec. 10—Will the 
customer buy your brand of New 
Whatsit because he first heard 
about the product from you? Or 
will he buy your competitor’s 
brand, because he heard about it 
from him more recently? 

This question—though not in 
this context—is in the new Yale 
University Press book, “The Order 
of Presentation in Persuasion.” But 
the conclusions presented in this 
192-page collection of monographs 
by 10 members of the Yale Com- 
munication and Attitude Change 


Portsmouth, O. 
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tions to problems related to the ef- 
fectiveness of advertising. 

This is Volume I in the Yale 
“Studies in Attitude and Commun- 
ication” series and gives promise of 
providing a rich lode for the lay 
student as well as the scholar of 
communications theory. 


® The research on which the book 
is based began 10 years ago in a 
study of the effective use of train- 
ing and indoctrination films by the 
armed services during the war. 
The results of that study were re- 
ported in 1949 in a book, “Experi- 
ments on Mass Communication” 
(Princeton University Press) by 
C. I. Hovland (the editor and one 
of the 10 writers of the new book), 
A. A. Lumsdaine and F. D. Shef- 
field. 

The study was continued and 
broadened later with the aid of a 
series of Rockefeller Foundation 
grants. This work was reported in 
a second book, “Communication 
and Persuasion” (Yale University 
Press, 1953), by Mr. Hovland, I. L. 
Janis and H. H. Kelley. 

“The Order of Presentation in 
Persuasion,” the first volume of a 
projected series, “is devoted to an 
analysis of the effects upon opin- 
ion and attitudes of different se- 
quences of presentation of com- 
munication materials,’ according 
to Mr. Hovland. He adds that sub- 
sequent volumes “will deal with 
personality factors in persuasibil- 
ity, judgmental factors underlying 
attitude change and similar top- 
ics.” 


® The problem weighed in this 
volume begins with the law of pri- 
macy formulated by psychologists 
years ago. This law asserts that 
people are more likely to be per- 
suaded by the argument they hear 
first. 

Using this as a basis for a series 
of experiments, the authors inves- 
tigated not only this thesis, but 
variations on it, involving the or- 
der of presentation of points within 
an argument (such as in present- 
ing both the pros and cons), 


FAN-SHAPE—Mead Johnson Co., Evansville, Ind., is merchandising its 

Vi-Sol vitamin line in a four-unit carton which appears to be a dis- 

play for four separate cartons. The carton was produced by Gair 
Boxboard & Folding Carton division of Continental Can Co. 


whether to present the needs first, 
then the information, or vice versa, 
in trying to persuade a group, etc. 

While the conclusions reached 
by the authors are for the most 
part tentative, they suggest many 
new bases for further experimen- 
tation. 

The lay reader may find the 
highly technical jargon and obtuse 
style of the social scientist a tough 
go, but the substance of the book is 
meaty enough to make the effort 
worth while. 


® There are about nine main find- 
ings presented. Isolated from the 
text they do not reflect the careful 
“buts” and “howevers” of these 
ten scholars. But they are interest- 
ing enough to quote as summarized 
by Mr. Hovland at the end of the 
book. 


e 1. “When two sides of an issue 
are presented successively by dif- 
ferent communicators, the side 
presented first does not necessarily 
have the advantage.” 


e 2. “If, after hearing only one 
side of a controversial issue, a re- 
sponse is made which publicly in- 
dicates one’s position on the issue, 
the effectiveness of a subsequent 
presentation of the second side of 
the issue is reduced, thus entailing 
a primacy effect.” 


e 3. “The mere act of stating one’s 
opinion anonymousiy on a ques- 
tionnaire, after hearing only one 
side of an issue, does not signifi- 
cantly reduce the effectiveness of 
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GREATEST FLEXIBILITY 


of any farm publication in the Southwest! 


NO OTHER farm publication in the Southwest provides such 
flexibility of services for its advertisers as The Farmer-Stockman. 


FLEXIBILITY IN CHOICE OF ISSUES: 


When you advertise in The Farmer-Stockman, you may schedule 
your ads for the Texas issue only, or the Oklahoma issue only .. . 
or for both Texas and Oklahoma issues in combination. 


FLEXIBILTY IN COPY CHANGES: 


Advertisers using both Texas and Oklahoma issues of The Farmer- 
Stockman may run different ads simultaneously, or the same ad 
with a change of dealer listings in each of the two issues. 


FLEXIBILITY IN PRODUCTION: 


Now printed entirely by offset process. No engravings are required. 
Ads can be reproduced from original artwork, velox prints of 


original art or engraver’s proofs. 


The Farmer-Stockman is the only farm publication edited 
separately for Texas, and edited separately for Oklahoma! 
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the second side.” 

e 4. “When contradictory infor- 
mation is presented in a single 
communication by a single com- 
municator, there is a pronounced 
tendency for those items presented 
first to dominate the impression re- 
ceived.” 


e 5. “The primacy effect found in 
presenting contradictory informa- 
tion in the same communication 
was reduced by interpolating other 
activities between the two blocks 
of information and by warning the 
subjects against the fallibility of 
first impressions.” 


e 6. “Presentation of information 
relevant to the satisfaction of 
needs after these needs have been 
aroused brings about greater ac- 
ceptance than an order which pre- 
sents the information first and the 
need-arousal second.” 


e 7. “Order of presentation is a 
more significant factor in influenc- 
ing opinion for subjects with rela- 
tively weak desire for understand- 
ing, than for those with ‘high cog- 
nitive need’.” 


e 8. “Placing communications 
highly desirable to the recipient 
first, followed by those less de- 
sirable, produces more opinion 
changes than the reverse order.” 


e 9. “When an authoritative com- 
municator plans to mention pro 
arguments and also non-salient con 
arguments, the pro-first order is 
superior to the con-first order.” 

The authors are Car] I. Hovland, 
Wallace Mandell, Enid H. Camp- 
bell, Timothy Brock, Abraham S. 
Luchins, Arthur R. Cohen, William 
J. McGuire, Irving L. Janis, Rosa- 
lind L. Feierbend, Norman H. An- 
derson. The book is listed to sell 
for $4. 


Metcalf Co. Adds Two 

George T. Metcalf Co., Provi- 
dence, R. I., has been appointed to 
handle the advertising account of 
Masonware Co., East Providence, 
manufacturer of metal house- 
wares, effective Jan. 1. Trade pub- 
lications and direct mail will be 
used. Metcalf also has been named 
to handle advertising for O’Hearn 
Mfg. Co., Gardner, Mass., furni- 
ture manufacturer. Magazines, 
trade publications and direct mail 
will be used. 


Speakers List Released 

The National Assn. of Direct 
Selling Companies, 165 Center St., 
Winona, Minn., has released a 
booklet listing 50 sales executives 
who are available for speaking 
engagements on salesmanship and 
topics of general interest. Copies 
are available free from the associ- 
ation. 


Claudia 
does 


it! 


See page 92 
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How to reach 
isconsin's “Money Belt” 


iT 


ASHLAND 


WASHBURN 


SAWYER 


FLORENCE 


PRICE FOREST 


BARRON 


K 
MARINETTE tf 


LINCOLN 


$T CROIX 
DUNN 


CHIPPEWA 


LANGLADE 


) Bet ° 


oc onto 


PIERCE 


EAU CLAIRE 


Sunday Milwaukee 
Journal Coverage 


20% to 39% 


40% and Over 


One newspaper, The Sunday 
Milwaukee Journal, covers 
20% to 99% of all households 
in 39 Wisconsin counties— 
including the big population, 
BIG INCOME markets of the 
state. These 39 counties have 
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COLUMBIA 
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[AL RACINE 
LAFAYETTE KENOSHA 
79. of Whecaahin's For a state-wide selling job in 
%o population Wisconsin, no other single 
medium comes close to The 
85. of the Sunday Milwaukee Journal’s 
/o state's income coverage. No two daily news- 
papers combined can deliver 
8] oy oot the 20% or more coverage in so 
To retail sales many counties. 


THE SUNDAY mitwAuKEE JOURNAL 


Read in 9 out of 10 homes in the ABC City Zone and in 6 out of 10 homes in Wisconsin 


National Representatives, O'Mara & Ormsbee, Inc. 


CHICAGO 


DETROIT LOS ANGELES SAN FRANCISCO 
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Slenderella Uses Radio Spots 
to Promote Cookbook 

Slenderella International, Stam- 
ford, Conn., is using 300 spots a 
week over 85 radio stations and 
commercials on “Queen for a Day” 
(NBC-TV) to introduce the new 
Slenderella cookbook. Management 
Associates of Connecticut handles 
the Slenderella account. 

In addition to the broadcast ad- 


vertising there is a co-op news-| 
paper campaign placed direct by| 
the publisher of the book, G. P. 
Putnam’s Sons. Slenderella will 
license other products for national 
distribution under its name soon; 
these will include dolls, girdles, 
brassieres, jams, jellies and soft 
beverages. A line of Slenderella 
bread was introduced in Detroit 
last summer. 


ADVERTISE IN. 


ROANOKE? 


No. 14 of a Series 


Roanoke’s population is largely middle class 


with CONSISTENT, SUBSTANTIAL 
BUYING POWER 


@ Steady employment in diversi- 
, growing industries keeps 


income level high. 


@ Alert population naturally re- 

ceptive to new products and 

as, and constantly stimu- 
lated by creative journalism. 


Result: 


and able to buy. 


Roanoke is interested in advertising . . . willing 


16 counties... 5 
a completely sx 
independent market | 


aS 


Roanoke—Your key market in western Virginia 
is covered exclusively by the 


“ROANOKE 


. “T= TIMES AND WORLD NEWS 
L For fell intormation write Saw yer+ Ferguson Walker Co., National Representatives 


Roanoke Newspapers Now Offer Spot Color 


‘McCall's’ Tag 
Test Program Rise 


Defies Tabulators 


New York, Dec. 10—McCall’s 
“use-tested tag” program— 
launched in 1955—today includes 
32 manufacturers who turn out 
more than 90 products. The maga- 
zine has lost count of the number 
of individual tags it has issued. 

“When we got over 20,000,000 a 
food manufacturer came into the 
fold and we stopped counting,” a 
spokesman said. 

The program is an outgrowth of 
the monthly’s long-term testing of 
housewares and appliances in its 
own testrooms, results of which 
were originally used for editorial 
information and confidential re- 
ports to manufacturers. 


® Products that pass the tests get 
a tag that ranges from 2x3%” to 
4x10”, depending on the product. 
All tags, however, tell how Mc- 
Call’s tests products, give a synop- 
sis of the actual test report, list 
features especially liked by the 
magazine, show the brand name in 
large type and carry the legend, 
“We used it and we like it.” 

Manufacturers must be adver- 
tisers in McCall’s to qualify for the 
tag; they must make special ap- 
plication for it, and they must 
submit their products for testing. 
They pay only for a supply of tags, 
or they make arrangements to in- 
corporate the findings in their 
product packages or make their 
own tags. 

Goals of the McCall’s program 
are (1) to give advertisers greater 
sales impact; (2) to help consum- 
ers select products, and (3) to help 
retailers in explaining product 
features. 

The magazine has developed a 
nine-minute color film to drama- 


POP DESIGN—Gabryel de Million-Czarnecki (left), Container Corp. 

of America designer, holds his winning entry in the exhibit theme 

contest conducted among members of the Point of Purchase Adver- 

tising Institute. With him is O. Morley Tanney, Goodren Products, 

contest chairman. The design, “Displays Move Merchandise,” will 
be used at the Popai exhibit April 15-17 in New York. 


tize the use-tested tag program. 
The film is available on loan to 
manufacturers’ sales and promo- 
tion staffs, distributors and ad 
agencies as a sales training film. 
It is titled “Wonder-full Way to 
Live.” 

The tag program also has been 
promoted via page ads in the Chi- 
cago Daily News, New York Her- 
ald Tribune, New York Times and 
Wall Street Journal, and in ApveEr- 
TISING AGE, Electrical Merchandis- 
ing, Home Furnishings Daily, Mart 


added. 

| Harry G. Piehl is manager of the 
|tag program and Fred Bronner is 
| promotion supervisor. + 


\Faber Forms Marketing Unit 
Eberhard Faber Pencil Co., 
Wilkes-Barre, Pa., has created a 
|marketing division. John D. Horne, 
for the past two years vp in charge 
\of sales, has been elevated to vp 
in charge of marketing. The divi- 
sion’s activities will include co- 
ordination of sales development, 


and Printers’ Ink. Next year Sales |merchandising, advertising and re- 
Management and others will be | search. 
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Trim all of ws, lo all of you, 
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PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates,R. 0. P. Color Mats and 
PACOTYPES (solid copper duplicates of originals) 
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Outdoor gets results .. . and Clark sales prove it. 

‘We decided to use 24 sheet posters for obvious reasons,”’ 
says G. J. Buettner, General Manager of Clark Candy Com- 
pany. “Candy bars are impulse items, and the high repeti- 
tion of our billboard reminders helped move a lot of Clark 
bars from retail counters. 

“For our Halloween campaign, we used 24 sheet posters 
in combination with point of purchase materials. The results 
were outstanding . . . sales definitely jumped. The success 
of this campaign has confirmed our belief in the effective- 
ness of outdoor advertising.” 

In one market or 1600 . . . locally or nationally ... GOA 
showings get measurable results. For additional success 


General Outdoor Adv Co 


stories (Taystee Bread, Seagram’s Distillers, Life Savers 
and many others), call the General Outdoor Advertising 
Company office in your city. Or, write us in Chicago. 


IN 1600 MARKETS f | 


Gencral Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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THERE'S A NEW WAY 


TO SELL CIGARETTES TODAY . . . 
MARLBORO MOVES AHEAD with 
“filter, flavor, flip-top box” .. , and a new 
“he-man” emphasis — the big upsetter in 
a market where for years the seles pattern 
pretty much followed sheer advertising 
pressure. A better product, better package 2 
,-» but primarily a daring new marketing —— 
approach 


A lot of man 1 of ciga 


ue 
sy srantee 


“He gets a lot to like—filter, flavor, flip-top box.” The works. 
A filter that means business. An easy draw that’s all 
flavor. And the flip-top box that ends crushed cigarettes. 


POPULAR FUTER PCE 


UAADE IN RICHMOND VIRGINIA FROM A PRIZED RECIPE) 
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There’s a new way to sell cigarettes, automobiles, 
life insurance, and many things today. Now, too, a new way 
to sell your product to the Chemical Process Industries. . . 


Tomorrow 
in today’s CPI selling! 


Challenging, ever changing . . . the volatile Chemical Proc- 
ess Industries demand a fresh new approach if you want 
highest selling productivity. The balance of buying power 
has shifted . . . from “down-the-line plant men” to those 
with the responsibility for producing net profits. Manage- 
ment, always the “authority for action”, now gets into the 
buying act sooner, stays with it longer — from initiating 
to specifying to final okay. 


Why so? Because technicians instinctively think of per- 
formance in terms of materials and machines. Manage- 
ment, too . . . but always with dollar signs in their eyes. 
And with “gross” so often up these days, but “net” down, 
they’re more than ever concerned with your product. . . 
it may provide the answer to high-volume, low-cost pro- 
duction and a consequent boost in earnings. That’s why 
today’s CPI seller must broaden his concept of mange- 
ment, sel] them in all functions . . . administration, pro- 
duction and plant operations -- design and construction — 
research and development — sales and purchasing. 


Now you know why so many alert opportunists are bulk- 
ing their advertising in CHEMICAL WEEK. What else— 
when CHEMICAL WEEK, itself, is a product of today’s 
market, competing with no other process publication . 
because no other sensed the need, nor delivers the reader 
values of a fast-moving business newsweekly. It stands 
alone, CPI management’s own. And because it’s paced a 
step ahead of the market, it will put the TOUCH of 
TOMORROW, for you, in today’s CPI selling! 


A Metro Hat Publicetion  {ABC-ABP) 


‘MeGraw- Mit building 


Hew York 34, ®. ¥. 
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Revised Edsel 


PONTIAC, MICHIGAN . . . FIRST in Sales per Household! 


NET PAID 58,059 


74 OUT OF 100 PRESS HOMES 
TAKE NO OTHER DAILY NEWSPAPER 


among 10 top cities of Michigan 


SALES PER HOUSEHOLD AVERAGES 


$7,577 ey 


ee 

95% abovethe —fgparet |? : “786 
Home Furnishings 667 

U.S. Average ag gc as 


(Source: 7/1/57 SRDS markets estimates) 


The Pontiac Retail Trading Area, population 293,801, includes the major 
portion of Oakland County, second largest in Michigan. Here the Pontiac 
Press gives adequate and highly exclusive coverage for carrier surveys 
show 74% of Press homes take no other daily paper and 88% no other 
evening newspaper. 


PONTIAC PRESS 


PONTIAC + MICHIGAN 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


Push Uses Mail, 
‘Test-Drive Ad 


Michigan U.S. 

be} a (Continued from Page 3) 
"167 119 the automobile field have been dis- 
= 4 appointing to some, especially to 
243 215 Edsel’s 1,100 hand-picked dealers. 
b=} ge Many reportedly are so disen- 


chanted that they are dropping 
their dealer franchises. 

Charles Kreisler, Manhattan 
dealer whose switch from Oldsmo- 
bile to Edsel was made with much 
ballyhoo, now is selling American 
Motors cars. But Edsel says that 
up to Nov. 1 it lost only 19 dealers 
and added 105. 

It was the dealers, primarily, 
who convinced top brass to play up 
two main points in future ads— 
Edsel’s price and its performance. 


® Price has been given added em- 


7 OF THERES 
TOP 10 RADIO” We 
ADVERTISING 

CAMPAIGNS 
ARE ON 


.. WHERE MORE PEOPLE (3 


The latest Nielsen Radio Index again shows NBC 
Radio the #1 network medium for circulation:* 


Seven of the top ten, including the first four, radio 
advertising campaigns—ranked in terms of undupli- 


= 


ee te ee 


cated homes covered weekly—are on NBC Radio. 


The number one campaign, in fact, delivers over a 
million more different homes in a single week than 
are reached by the average EVENING TV program. 


Audiences accumulate faster on NBC Radio because 
NBC Radio provides: programs that appeal to a wide 


ed 
- 


eis 2S 


ACCUMULATE! 


variety of tastes...the greatest 
commercial flexibility... unique 
dispersion patterns. 

Which helps explain why NBC Radio 
has been selected by more advertisers 


and more different kinds of advertis- 
ers than any other network. 


NBC RADIO 


Advertising Age, December 16, 1957 


phasis since mid-November, with 
ads that say, “The car that’s really 
new is low-priced, too.” The Ed- 
sel Ranger is said to be the lowest- 
price car in the medium-price 
field, and other models are compe- 
titive with similar Chrysler Corp. 
and General Motors cars. 

The second point—performance 
—is the focal point of the present 
push. It can be demonstrated ef- 
fectively only with a test drive. 

Mainspring of the campaign is a 

direct mail drive directed to 1,500,- 
000 owners of medium-price cars 
and to Ford stockholders, inviting 
them to visit their Edsel dealers 
for a test drive. Those who accept 
are rewarded with a toy model 
of Edsel. 
The first batch of letters went 
out Nov. 29, and an Edsel spokes- 
man said showroom traffic already 
is up substantially. Edsel public re- 
lations men point out that if they 
get 500,000 test drives, averaging 
five miles per test, their cars will 
log 2,500,000 test miles, or 100 trips 
around the world. 


® The mailing is similar to the 
1,000,000-plus letters sent out 
when the car was introduced in 
September. Expanded in scope and 
revised, the new mailing gives 
prospects a firmer invitation. 

Backing up the mailing are a 
beefed-up newspaper campaign, 
added radio spots and alternate 
Wednesday sponsorship of “Wag- 
on Train” (NBC-TV) for a year. 

Feeling that the Edsel “image” 
has been established fairly well, 
officials at Edsel and Foote, Cone 
& Belding, its agency, have aban- 
doned the “This Is the Edsel” 
headlines on ads. Typical of the 
new approach is a_ large-space 
newspaper ad running nationwide 
this month—a reprint of an Auto- 
motive News articie on Edsel per- 
formance. The headline reads: 
“Like the man says, you have to 
get behind the wheel.” The Edsel 
logo is small—almost tiny, in com- 
parison with the one used in pasi 
ads. 

These campaign switches indi- 
cate an expanded advertising 
budget, but Edsel officials said 
only: “The Edsel budget has been 
and is now a very substantial 
budget, and it will be kept consist- 
ent with the marketing picture.” 


# One point on which Edsel thinks 
it has scored is in finding the right 
market. The car and the advertis- 
ing were designed for the person 
who is “buying up” from the low- 
price field. Although they won’t re- 
veal figures, officials said a large 
percentage of Edsel owners traded 
in models from the low-price 
three. 

The new campaign is not a crash 
program or a panic button opera- 
tion, the company says. It has fig- 
ures to show that it’s doing all 
right during an introductory per- 
iod 

For instance, the company says, 
Edsel captured 1.53% of the new 
car market during its first month 
of sales. This compares with first- 
month sales for Mercury (intro- 
duced in 1939) of 1.15%; DeSoto 
(1929), 0.46%; and Plymouth 
(1928), 1.56%. In October Edsel 
sales stepped up to 1.8%. This was 
less than hoped for, but the com- 
pany said the slowdown was due 
at least partly to a price-cutting 
cleanup by other dealers, prepar- 
ing for their 1958 models. + 
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IN NORTHERN CALIFORNIA 
IT'S THE EXAMINER 


First in circulation 
and first in advertising - 
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THE SAN FRANCISCO EXAMINER 


Hearst Advertising Service Inc. Offices in 15 Principal Cities 


ee Rts ne 5 ee 7 Oe i i Me ee eS 

4: Stans A STR . : Ser = pears ie he) Py -alapten sero a Yh cae fe ae igs mise eee Hives ees as Bi i eae rt : sia ae sa NE ciel e oes . i> aia epee ie ee wa i in Slleeh eee ae aur Whoa ae 

gies een a ee ‘ elise Caane Opie el ie or a eat tA bal Sac aa Bis onan p gel ae eit giceety 5 Rings i Gi <5) y aie ate a me a ee . ‘ ng Rei Sere aie ‘ 

i, (oe aaa eed ate ot 2 a Bets oat wae OES Vay ee a Se ol re 5-3 = he Bn ath tie ‘ Stade yee ae a it Me aegis | 
ea . x, alee ; ~ ¢ = . a ‘ . <i ee ° : adhe > oa ei 
a 
2 
ae 
" 3 j 
oe 
* 
. ake 
i; ee 
a 4 ze 
= 
ae 
S53) 
ae) Se 
eS 
BON 5 Rimes 
Me: ge ace 
. Fee aoe 
AS dic 
ee 
a r iin 
se ae 
re. 
e oe 
3 2 
aid = 
| [ | pie eo ie 
| | Ba" ie 
5 AO oe 
=e iad ye 
Saree 
: a oe, 
eee Nae 
a ak: 
f | : ie 
a 
= wr wo 
= fis on 
yw) — ~ ty, — pute 
Bae 
= co eee 
| y \ eh ay 
i ee : 
- Se ar Mei 
| Cam, aie 
} 1 oe naa 
eee 

; | 

"I ' a 

iets 

' 

. oe) 
eS, eee 
oe. etre 

i: Soh oe 

: x eas ae te 

eee se 
ie | 
Ef ean 
se ay he 

, ales 

: 4 aes 

“ ~~ F% a ye 
meee 

ae ae 
Ronn 
pte 
2) 3a 
VME 
, 
r 
oe 
pS ee 
= me 
ae 
ig) 
eae ip 
“ee 
See 
aie 
as 
. Fe ee 
= 
a = 
an 
fae 
ote Nite 
Ker 
ne 
gs 
= eae nd 
Led 
en 
tied. 
i 
N —. 
D - ce 
-2 ae 
an r) ALY oa a 
Da dei a 
\ bed a A? y33)- yf } ae 
| el . 
bral ie | , 
7 — , tes 
ie ' Brey 
i = cate 
eal ae 
: Mus 
ae 
i ve 
at es 
Me ee 
ry pid 
" Sa 
e 7 A mere. i a panache eee A OM a ee OT are EA ae en ee ae ie oh es Et bail Groed s 4 Sat le ea eyo lS SE Pee ene oe ern ae ae ree, 
= a ee ee | ee OP ii a ee See eee ee 
i : ¥ 4 a ee ; RE EY Gat a Ae Rae de ein oer eraing ean vee 2 eS et Se RM Saree = et * . a a at rite eee tae Ire, eee Fee pesiiit loemny. mR <A 
Pac ere A ae one Dae ag oe ye Sesion a a perenne Pee ee tag eae ear ee ae 23 “ioe silt ea ecco a as % caer a o gent Bete ee 
A> ¥ nom ene aa ae, wt es me = ae Jorg aS Pe REY Mae ere eee ee oe Bae ig aT ee seg < z — " ve x site ‘id Cera # Sey, eal Pe re eee. ye —s 34 = re 
sei rae’ E BEN hes rE = = eet * , A ee Ts a SONS AEE ite. kL 4a pl 1 2 eg ER eS os Wie ae es gen oO ig Sr ee Sis oa 
; tng es eee Bis Sea oi ae PF fone Be iy pecs" Renee eo CS ae | Ss See pate here eo EF af ei Tee A egress wis ee SENS ac ie Ss. ee ug iin eg ate ie DE | ine Ara 
Prelate bpm et ft Rae PRS: ee Re = a 2 cereals Sea ase i ae ees ae on ee ee yi pees ee aad : pieron = Seat: ae 


Hemstead Ballonis McLendon Hughes Jordan 
TEXAS TOUCH—Gordon McLendon, head of the McLendon radio sta- 
tions, had a real Texas-size greeter, Millie Hughes, on hand in 
New York when he staged a color presentation for his Texas Tri- 
angle stations. Signing in is U. E. Ballonis, of Keyes, Madden & 
Jones, as Art Hemstead, of the same agency, awaits his turn. Look- 
ing on with Mr. McLendon is Charles Jordan, general manager 

of KFJZ, Fort Worth. 


Meany Tester Clinton Koupal Roberts 
CELEBRANTS—A cake served by Founder Philip J. Shown here with Mr. Meany are Carl K. Tester, 
Meany helps Philip J. Meany Co. executives cele- president; Jay Koupal, vp; Ray Clinton, secretary- 
brate a dual occasion—the Los Angeles agency’s’ treasurer, and J. S. B. Roberts, vp of Security-First 
35th anniversary and a move into new offices. National Bank. 


Rogers Cash Tripp 
INTENT—Deep in conversation prior to a meeting of the TV & Radio 
Advertising Club of Philadelphia are Edmond H. Rogers, partner, 
Gray & Rogers; Norman Cash, president of the Television Bureau 
of Advertising, and Alan R. Tripp, president of Bauer & Tripp and 

club president. Mr. Cash was the speaker at the meeting. 


FANCY—These shots show portions of the new Club at 36 S. Wabash Ave. The clubrooms were 
headquarters of the Chicago Federated Advertising opened last week. 


ABOARD — Edward 
G. Gallagher of 
N. W. Ayer & 
Son’s copy staff 
operates a Cater- 
pillar No. 12 mo- 
tor grader as part 
of a two-day 
seminar spon- 
sored by Cater- 
pillar Tractor Co. 
for its agency. 
Two artists, six a 
copywriters, two ee eet Dee 
plans men and ue tS? teat 
four service rep- |, te 32 ese 
resentatives were Hirsch McQueen Dewes Leach 
taught how to FOUR A’S MEET—Shown at a dinner meeting of the Ullman, council chairman; Marvin McQueen and 
operate the ma- $+. Louis Council of American Assn. of Advertising Bonnie Dewes, vps of D’Arcy Advertising Co., and 
tae a Agencies are Maurice L. Hirsch, Hirsch, Tamm & Jack Leach, vp, Gardner Advertising Co. 


Gorrett Ireland Venn Andrews James Steers Walsh O'Connor Naylor Quinn Hurst 
OPEN HOUSE—When Doherty, Clifford, Steers & Shenfield held a housewarming for media director, chats with John L. Naylor, advertising sales manager, and J. W. Hurst, 
media representatives in its new Fifth Ave. offices, groups were photographed. New York manager, both of The Saturday Evening Post. Harry Ireland, vp and account 
Around the round table with William E. Steers, agency president, are Alden James, supervisor, and Rita Venn, space buyer, are pictured with James Garrett, Hearst 
Harry J. Walsh and Jack O'Connor, all of This Week Magazine. Donald Quinn, vp and Advertising Service, and Lee Andrews, ad director, Macfadden Publications. 
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To get the “Big Bulk” in 


FIRST... reach into the 


Boston, 
“Money Belt” 
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Food? In the 35 communities which are 
growing the fastest, attested by rank in increase 
of school enrollment, the HERALD- 
TRAVELER leads the second paper in 29. 


Household Goods? In the top 24 com- 
munities ranked by percentage of dwelling 
units built since 1940—towns where young peo- 


What do You sell to Boston? 


ple are accumulating possessions and forming 
brand loyalties — the HERALD-TRAVELER 


leads in all but 4. 


Automotive? In the 20 communities 
where there are 350 or more registered passen- 
ger cars per 1000 population, the HERALD- 
TRAVELER leads in all. 


Sources: A.B.C. Audit 3-31-57, MEDIA RECORDS, SALES MANAGEMENT, Mass. State Department of Commerce. 


IT’S A WHALE OF A MARKET- and the Herald-Traveler 
is Boston’s Basic Buy 
One Contract Delivers the “Big Bulk” in Boston 


The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC. New York + Chicago « Philadelphia + Detroit « Los Angeles 
Special travel and resort representative HAL WINTERS COMPANY, 7136 Abbott Avenue, Miami Beach, Florida 
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Today nothing propels the shopper toward your product except her memory of 
you (and in-store display if you get it). Supermarkets carry a minimum of 2500 items 
by definition; an average of 5000. How do you win in this tough multiple-choice test? 
By prompting your customer’s short memory as many times as possible per week. 
And you do it most efficiently with CBS Radio daytime dramas. As little as $10,000 
delivers 20.7 million commercial-minute impressions a week, 3.2 impres- 


CBS RADIO NETWORK 


No wonder advertisers like American Home 
Foods, Best Foods, General Foods and Lipton Tea 
use dramatic serials on CBS Radio, to build their 
customers’ memories — and their product sales. 
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- White Marshall Sacks Meade lane 
TV & SALES EXECS—Television day at the Sales Executives Club of New York found 
these people on the dais. They are speaker Thomas H. Lane, Lennen & Newell, who 
sy praised the work of Julia Meade as tv sales representative for the American Gas Assn.; 
announcer-emcee Jay Jackson and DuMont Corp. President Bernard Goodwin having 


Devine Wright Groot Jackson Goodwin 
a serious discussion; Rex Marshall, who speaks on tv for four major companies, seated 
between Henry White of Screen Gems and Emanuel Sacks of NBC; and Kenneth Groot 
of the American Federation of Television & Radio Artists with John F. Devine, J. 
Walter Thompson Co., and Bob Wright, a tv salesman. 


Wayne Welch Changes Name |founded in 1945 by Wayne Welch, | Hischke Joins 


Milwaukee, as a consumer mer- 


Gittins joined Bert S. Gittins Advertising, dman Hits P in 
Wayne Welch Inc., Denver, has|president. A. J. McKenna, vp, Conrad E. Hischke, formerly ad- A aying 


been named Welch, McKenna Inc., 


joined the agency more than ten | vertising manag 
effective Dec. 12. The agency was 


years ago. Stores, Wisconsin division, has| cial products group. 


er of National Food | chandising specialist with the spe- Editorial ‘Cut Cost’ 


3-pack scores highest in 16-week supermarket test 


ONG aes 
<44 Aaa 
SEF Mee 
“a 


« 
CO ena E ———— 


“9 7vAO8 


to Business Papers 


PHILADELPHIA, Dec. 11—Trade 
magazines that ask for cut charges 
to defray production costs when 
publishing publicity stories are in 
danger of becoming advertising 
flyers or propaganda sheets, Ste- 
phen Baur, director of publicity 
of Harris D. McKinney Inc., said 
last week. 

The agency man spoke in a panel 
discussion on placing publicity in 
business publications, held at a 
meeting of Eastern Industrial Ad- 
vertisers. 

Although such magazines are 
still in the minority, there is a 
growing tendency on the part of 
some publications to ask cut 
charges that may range anywhere 
from $3.50 to $100. Advertising 
managers and people in agencies 
are to blame to a large extent for 
this situation, because they are 
anxious to have their articles ap- 
pear, Mr. Baur charged. 

If publicity is properly prepared 
and is of interest to readers, it 
should be judged on those merits. 
If it has no merit, it should be dis- 
carded, Mr. Baur said, adding that 
magazines that let themselves 
become “advertising flyers” or 
“propaganda sheets” will even- 
tually destroy themselves. 


® Another speaker, George Sulli- 
van, editor of Iron Age, urged that 
publicists cut down on the practice 
of throwing press conferences at 
the drop of a hat. 
‘ A Editors are not opposed to at- 
ne ES A jg tending press conferences when 
_ ey hy: something of importance is to be 
Hy, A TT he : 4 announced and when questions 
Sate MAE / can be asked, he said, but he added 
- ‘ah, that there is a growing tendency to 
call a press conference for no good 
reason at all, at the expense of time 
and money, when the stories could 


be handled by phone or by a news 
release, + 


(on) 


‘Boston Globe’ Names Four 


(r) The Boston Globe has made four 
appointments in its advertising de- 
By how much does multiple packaging increase total ) | partment. They are Francis W. 
sales of a food item without special promotions? - Heanue, assistant to the advertis- 
Which unit packs are most effective? ~ 4 mrector, John F. Reid; George 
. : 2 CONTAINER CORPORATION ‘ cManus, national ad manager; 
These were 2 of the questions which led the Maine George L. Hicks, retail ad manag- 
Sardine Council to sponsor a marketing test in 8 Best OF AMERICA er, and Joseph A. Mutrie, manager 
Markets in the Philadelphia metrepolitan area. The 38 South Dearborn St., Chicago 3, Illinois of the resort and travel depart- 
brand used was Royal River Maine Sardines. Con- Please send me without charge full details and ment. 
tainer Corporation of America developed and fur- analysis of the multiple packaging test sponsored 
nished the 3-, 4- and 6-pack Can Bands®. a by the Maine Sardine Council. Bay Sells KRCT 


Increases were measured per 1000 customer check- 


Name 


Industrial Broadcasting Co., Pa- 


outs. The best record was made by the 3-pack Can 


sadena, Tex., has bought KRCT, 
Pasadena, from Bay Broadcasting 


Co. for a price reported to be about 
$175,000. The new corporation is 


headed by John H. Touchstone, 


Band when offered without loose cans on the shelves Positi 

-a 35% increase. A 31% increase was scored by hs - 

the 4-pack and 6-pack Can Band when displayed edie 

alongside loose cans. Addr 
CCA continuously participates in objective market ~ 


president and treasurer, and Leroy 
J. Gloger, vp and general manager. 


tests to determine trends in consumer preference of 
multipacks which will best serve your needs. 

Details and analysis of this test are available now. 
Fill in the coupon and send for your copy today. 


Jaeger to ‘Sports Illustrated’ 

Henry H. Jaeger, formerly with 
Eastern Colortype Corp., has joined 
the merchandising department of 
Sports Illustrated. 
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TO PROVIDE FULL ep'itrOoRIAL COVERAGE 
FREQUENTLY AS NEEDED iN A DYNAMIC NEW MARKET 


MISSILES -~> ROCKETS 


WILL BE PUBLISHED 


WEEKLY 


STARTING JULY 1958 


America’s most successful new business member, in addition to o major port of 
publication, providing technical news the aviation industry, the new missile 
and views, features, engineering, elec- market is made up of parts Parag 4 
troni¢s, and business information for the other industries, the needs of which no 


83 billion dollar missile market, has re- 
ceived tecord-breaking acceptance from 
Peri « 21,000 paid subscribers and 
MA advertisers since it was é 

as a monthly in October, 1956. Missile Week © 


_ ad: be many subscribers. . ) many will be incorporated in unus 
= © advertisers... by next July Re- frequency formulas. 


other type of magazine can satisfy. 


i ith one 
You will reach this market w! 
magazine . . - MISSILES AND ROCKETS 


_. Weekly, starting in July. 
nd Missile Lye 


a Sigs 


A 


AMERICAN AVIATION 


PUBLICATIONS 
WORLO'S\LA T AVIATION PUBLISHER 
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Fatt's Mention 
of Crest Loses 
Kolynos Account 


(Continued from Page 3) 
standable lack of zeal toward in- 
terviewers. 

The fateful conversation took 
place at the very beginning 
of “Nightbeat,” conducted over 
WABD at 11 p.m. by Howard Whit- 
man (that night) and John Win- 
gate, who alternate with each oth- 
er. The show achieved its reputa- 
tion, in part, by its use of the 
barbed question. Mr. Fatt’s inter- 
view covered the advertising busi- 
ness in general and subjects like 
product obsolescence. It got rolling 
in the following manner: 


s “Good evening, Mr. Fatt, and 
welcome to ‘Nightbeat.’ By the 
way, is that the grey flannel suit 
we hear so much about? 

Mr. Fatt: I’m afraid I don’t own 
a grey flannel suit. 

Q: Not only not wearing one, 
but don’t even own one! 

Mr. Fatt: That’s right. 

Q: Let’s start, before we talk 
about the advertising business, 
with some personal questions. Let’s 
start your day. When you woke up 
this morning and brushed your 
teeth, what kind of toothpaste did 
you use? 

Mr. Fatt: Crest. 

Q: Why do you use Crest? 

Mr. Fatt: I just happened to use 
it this morning. It’s a product of 
Procter & Gamble, another client 
of our agency. 

Q: The point I am trying to 
make is not to embarrass you about 
your personal tastes in toothpaste, 
or anything else, but rather the 
point of the advertising agency 
man’s feeling about the product he 
advertises. Do you feel that you, 
and everyone in your agency, 
should loyally use the products that 
you plug in your ads? 

Mr. Fatt: I try to sell the philos- 
ophy to the people in the agency. 
But I must confess that they’re free 
thinkers, and they don’t always go 
along. But, for the most part, it’s 
an agency philosophy.” 


TRIED TO DO ADVERTISING 

SOME GOOD, SAYS FATT 
Cuicaco, Dec. 12—Arthur Fatt 

had no idea that he would offend 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications are 
the mass circulation medio read 
mos! by the military. Write or 
coll for fyll information. 


je TiS - foRct WATS * AVY NOMArS 
‘The Arne + MILITARY MAPCET Mogan 
: ARMY WAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S$. OFFICES: Chorleston, S. C., Chicege, Hone- 
tvly, Les Angeles, Miemi, New York, Philede!- 
ohie, Sen Frencisce 
FOREIGN OFFICES: Fronkfurt, 
Rome, Totye 


tendon, Poris, 


anyone by what he said on “Night- 
beat” last week. 

“I was just trying to tell the 
truth. I went on the show with the 
hope that I could do some good for 
all advertising by being honest 
and sincere and demonstrating that 
advertising men are business men 
and not screwballs,” he told Ap- 
VERTISING AGE. 

“I have worked too hard at 
building up this business to do 
anything that I thought would tear 
it down or offend any clients,” he 


said. 

Admitting that he and his asso- 
ciates were taken aback by the re- 
action of Whitehall to his com- 
ments, Mr. Fatt still insisted that 
any comment on the Whitehall ac- 
tion ought to come from them and 
not him. 

“I didn’t think anything I had 
said would offend anyone,” he said, 
“but I can see how an advertiser 
might possibly feel differently un- 
der the circumstances. 

“I had nothing to do with the 
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questions that were asked, and no 
foreknowledge of them. No one has 
been more active in promoting cli- 
ents’ products than I have; this is 
a basic belief of our agency. 

“But I thought it was important 
for advertising for me to demon- 
strate that advertising men and ad- 
vertisers are reasonable, sensible 
people, and that the business is 
more serious and more profession- 
al than many people—and especi- 
ally many writing people—like to 
believe. 


“I don’t think I should comment 
on the Kolynos situation. But I 
should like to take the opportunity 
to make the point that reflections 
on ‘Madison Ave.’ don’t merely re- 
flect on the advertising agency 
business; they reflect equally, and 
maybe even more, on the advertis- 
er—on American business, which 
after all, calls on advertising agen- 
cy people to help it sell its prod- 
ucts. 


# “So I was doing my best to 


CATALYTIC ACTION! it’s Sparking your 


sco 
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demonstrate, by truthful and sin- 
cere and thoughtful answers to the 
questions asked me, that advertis- 
ing people are business people. 
And the nicest thing that happened 
is that I must have gotten a couple 
of hundred letters, most of them 
saying that ‘my sincerity’ showed 
through the interview. 

“There was even a letter from 
the American Assn, of Advertising 
Agencies, complimenting me on 
doing an excellent job of public 
relations for the advertising busi- 


|came before there was any intima- 


ness!” 


week to watch a storm evolve out 


Advertising Agency, had used that 


The letters, Mr. Fatt indicated,|of a “Night Beat” interview that morning was asked to explore the 


tion that Kolynos wasn’t happy. 


WABD Calls Loss 
of Kolynos by Grey 
“Rather Unfortunate’ 


| New York, Dec. 12—Bennett H. | 
| Korn, vp and station manager of 
! 


had been intended as “a straight | 
|toward its products, He said there 


factual presentation of an adver- 
tising man’s view of his business.” 

Mr. Korn said he hasn’t talked 
to the agency president who lost an 
account following an appearance 
on the spontaneous Q&A show yet, 
partly because he has “been won- 
dering what to say to him.” 

The telecaster emphasized that 
the question as to what products 


WABD, was a bit startled this|Arthur C. Fatt, president of Grey 


philosophy of an agency’s attitude 


was no intention on anybody’s part 
to trap Mr. Fatt or to force him to 
say anything that would hurt his 
clients. 


s Mr. Korn pointed out that the 
whole idea of the show is to leave 
the interviewer free to ask ques- 
tions that evolve naturally, with 
the answers, of course, being left 


Fast formula: 


1. What to build 
2. How to build it 
3. Who makes what it takes 


What will sell in 1958? Well-built homes, with 
“hidden value” in fixtures, appliances and fittings — 
at merchandiseable prices—customized to conditions 
and tastes of the locale. 


Bluntly, this is the attitude of AMERICAN 
BUILDER, most realistic of all building publica- 
tions, and dedicated to serving the builder who is in 
business to stay in business. Yes, realistic right down 
to its editorial fingertips—with its exclusive “What 
to build — How to build it” concept and content. 


AMERICAN BUILDER talks like a Dutch Uncle 
to builders. And they eat it up... frankly, because 
aesthetics are fine, but profits are better. No wonder 
110,065 subscribe — largest net paid ABC circula- 
tion in the building field. And this, believe us, has 
more effect on your pocketbook than you may ever 
have imagined. 


It’s just as simple as this: “WHAT-HOW” sets the 
stage perfectly for you to step right up and sell 
“WHO”, and sell hard. For once the builder knows 
where he wants to go, he needs you — and fast. High 
reader interest is your answer to high advertising 
results in... AMERICAN BUILDER, A Simmons- 
Boardman “Time-Saver” Magazine, 30 Church 
Street, New York 7, N. Y. 


NOBODY COVERS AMERICAN BUILDING LIKE 


AMERICAN 
BUILDER~~ 
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strictly up to the person answer- 
ing. 

Mr. Korn said Mr. Fatt was in- 
vited to be on the show to defend 
advertising since there had been a 
number of guests on the program 
attacking advertising lately. After 
all, he continued, “we are in the 
same business, and we were not 
trying to find fault with our own 
business.” 

The WABD manager indicated 
that there had been a staff meeting 
to discuss what he called this 
“rather unfortunate situation.” He 
said the consensus at the station 
was that Mr. Fatt “came off rather 
well” in the interview and that 
there was nothing improper about 
the questions put to him. 

Nobody has been reprimanded—- 
neither the producer, who has or- 
ders to continue the hard-hitting 
program as in the past, nor How- 
ard Whitman, who asks the kind of 
questions that come naturally in a 
conversation, # 


WHO REALLY. 
DOES THE BUYING 


If you sell and advertise to 
business firms, then you'll want 
to have this latest report on how 
business firms go about their 
buying. 


It is a big and comprehensive 
analysis, coupled with an exten- 
sive research project, that sets 
out to answer these questions: 

1. How big is the U. S. Cor- 

porate market today? 

2. How and where is most of the 

business concentrated? 

3. How many executives spark 

the ideas and okay the purchasing? 

4. Who are they? 

5. How are they covered by 

salesmen? 


The title of this repart is 
“How Business Buys.”’ It’s the 
result of the combined efforts of 
the Marketing Services Com- 
pany of Dun & Bradstreet, Inc., 
Benson & Benson, Inc., an 
independent research organiza- 
tion of Princeton, N. J., and the 
Marketing Division, Advertising 
Department of “U.S.News & 
World Report.” 


For a copy, ask your adver- 
tising agency or write on 
your company letterhead to 
“U.S.News & World Report,” 
45 Rockefeller Plaza, New 
York 20, N. Y. 


LS. News 


« World Report 


Now more than 960,000 net 
paid circulation. Three out 
of four subscribers hold 
managerial positions in 
business, industry, finance, 
government, and the profes- 
sions. 
Santa aaa RHR MRT 
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Holtzman-Kain Names Two 

Holtzman-Kain Advertising, 
Chicago, has appointed Irv Lowen- 
thal to its copy-contact divisien 
and Jerome B. Shaffer to its public 
relations staff. Mr. Lowenthal pre- 
viously was a copywriter with 
Gardner-Stein Advertising, Chica- 
go. Mr. Shaffer previously was a 
public information specialist in the 
Navy. 


McGraw-Hill Plans Center 
McGraw-Hill Publishing Co., 
New York, plans to open a book and 


stores warehouse and distribution 
center at East Windsor, Mercer 
county, N. J., between Hightstown 
and Princeton. The structure will 
be a one-story and mezzanine, of 
precast concrete, and will cost 
about $2,500,000. 


New S&H Center Opened 

A new 2%-acre merchandising 
center for Sperry & Hutchinson Co., 
trading stamp plan operator, has 
been opened in South San Fran- 
cisco. It will maintain a $2,000,000 
merchandise inventory, and supply 
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33 redemption centers in northern 
California, Nevada and Utah. 


Marschalk Names Cassidy 

Charles Cassidy has been ap- 
pointed creative group head at 
Marschalk & Pratt, New York. He 
formerly was supervisor of the ra- 
dio-tv copy department. 


WVUE-TV Boosts McMurry 

James S. McMurry, formerly op- 
erations manager of WVUE-TV, 
Wilmington, has been promoted to 
station manager. 
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There is only =F 
one SureWay “% e 7 = 
to sell this ee ae 


z) > ee ABA A 
$2 Billion “ 
WSMpire 


Here is a must market for any advertiser. But — there is only one 
medium capable of delivering all of it at a cost commensurate with the 
vast sales potential. The facts speak for themselves. How about 


FARM MAGAZINES? Impossible. The leading farm magazine reaches 
less than 1/6 of the homes. 


REGIONAL AND LOCAL RADIO? it takes 38 Tennessee, Alabama 


and Kentucky stations to approximate the WSM daytime audience, 
at almost 4 times WSM's cost. 


NEWSPAPERS? The 14 daily newspapers in the WSMpire cost $894 
for one 600 line insertion. 


TELEVISION? WSM's daytime audience is far greater than that of 
the area's leading Television station, day or night. 


The conclusion is inescapable. 


Within the 81 County area of the $2 Billion WSMpire, WSM delivers 
50% of the half-million homes on an average day. And WSM also 
delivers a bonus day-time audience outside the 81 County area which 
is even larger than the audience for which you pay. 


There is a difference... it’s WSM radio 
50,000 WATTS, CLEAR CHANNEL, NASHVILLE © BLAIR REPRESENTED © BOB COOPER, GENERAL MANAGER 


black cows really taste better 


OLD FRIEND—This new pink and 

black display card promotes Old 

Colony root beer—a product of 

Orange-Crush Co., which is get- 

ting renewed emphasis in promo- 
tion plans. 


Mutual Benefit’s 
History Published 


New Brunswick, N. J., Dec. 11 
—‘Since 1845” is a history of the 
Mutual Benefit Life Insurance Co., 
the oldest insurance company in 
New Jersey and the fourth oldest 
in the U.S. 

It describes the growth of the 
company and its pioneering in cash 
value payments for policy holders, 
annual refunds of premiums and 
others. 

The book was originally written 
for Mutual Benefit’s employes by 
Mildred F. Stone, staff assistant to 
the president and the first and on- 
ly woman officer of the company. 

Miss Stone traces the history of 
the company, for which she has 
worked since 1925, against the 
background of the growth and de- 
velopment of the U.S. 

It is published by Rutgers Uni- 
versity Press. Price is $4.50. # 


Hollywood Announcers Seek 
to Purchase KTOO 


A group of Hollywood radio and 
tv announcers have filed an appli- 
cation with the FCC to purchase 
KTOO, Henderson, Nev., from 
KTOO Inc. for $63,600. The group, 
which formed a new company 
called Advertising Dynamics Corp., 
includes George Fenneman, Art 
Gilmore, Dick Joy, Roy Roman, 
Ken Peters, John Holbrook, John- 
ny Jacobs and David Vaile. Other 
principal stockholders are Roland 
Vaile and Bob Janes, who will 
head the company. 

Roland Vaile resigned as man- 
aging director of the Las Vegas, 
Nev., Chamber of Commerce to 
organize the company; Mr. Vaile 
will be president. Former an- 
nouncer Bob Janes will be station 
manager. 


Putman Advances Beck 

Nathaniel Beck Jr., who is in 
charge of sales for Chemical Pro- 
cessing, published by Putman Pub- 
lishing Co., Chicago, has been as- 
signed additional duties as vp in 
charge of eastern sales operations 
for all of Putman’s publications— 
Chemical Processing, Food Busi- 
ness, Food Processing and Power 
Industry. 


Rowley Joins OAl 

Charles F. Rowley Jr., formerly 
with General Outdoor Advertising 
Co., Chicago, has joined the sales 
staff of the Chicago office of Out- 
door Advertising Inc. 


Curtainwall Names Shulgold 
Pacific Curtainwall Inc., Long 
Beach, Cal., has appointed the Da- 
vid Shulgold agency, Los Angeles, 
to handle its advertising, public 


relations and market research. 
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“On our own record of cars sold, 


Spot-Vgets 70% of our budget, 


says D.D. Ross, general manager 
of Fort Worth Lincoln-Mercury 
regarding sales effectiveness 
of KFJZ-TV, Fort Worth 


Could you cite specifics of that record, Mr. Ross? 


Certainly. Our close-out month, on 1957 Mer- 
curys, recently concluded, was the most out- 
standing month since I took over management 
of this dealership. 


What type of Spot-TV do you use? 


We find that feature films appeal to the buyers 
we want to reach. So Fort Worth Lincoln- 
Mercury presents a complete daytime film every 
Sunday on KFJZ-TV—and we are co-sponsors 
of a full-length film each Thursday evening on 
the same station. In fact, Spot-TV gets 70 per- 
cent of our advertising budget. The balance goes 
into newspapers and radio. 


You keep close records 
on advertising performance? 


The closest I know of. You see, I’m an account- 
ant by training, a salesman by preference and 
an administrator by necessity. From carefully 
tabulated records of our own sales results, I’m 
convinced that television reaches more quali- 
fied buyers. 


How do you handle commercials? 


Our sales messages are purposely keyed in an 
easy-going low-pressure manner. We feel that 
they reflect the true character of our dealership 
and our product. Also on television we can 
deal with any sales or institutional subject more 
flexibly than in other media. Most important 
of all, of course, is the fact that television really 
brings in the customers. 


D. D. ROSS, General Manager of Fort Worth 
Lincoln-Mercury finds that Spot-TV has strong 
appeal for the type of customer his dealership 
wants to reach. 


Television’s 
BLAIR-TV 
. . * *Je.* . . National 

For sales building availabilities on these major-market stations ...Call é Sicciecsiitiee 
a WABC-TV—New York 

WTVR—Richmond WBNS-TV—Columbus WBKB—Ch WFIL-TV—Philadelphioa WPRO-TV—Providence WEWS-—Cleveland KGO.-TV—San Francisco WF8G-TV—Altoona 

WDSU-TV—New Orleans KING-1V-—-Seattle-Tereme ot retagene WHODH-TV—Boston WIIC—Pittsburgh WCPO-TV—Cincinnati | KFJZ-TV—Dallas-Ft. Worth] KTVI—St. Louis 
WOW-TV—Omohea KTTV—Los Angeles KFRE-TV—Fresno WFLA-TV—Tompo-St. Petersburg | WNBF-TV—Binghomton WMCT—Memphis KGW-TV—Portland W4JZ-TV—Baltimore 


OFFICES: NEW YORK * CHICAGO * BOSTON °* DETROIT * ST. LOUIS * JACKSONVILLE * DALLAS * tOS ANGELES * SAN FRANCISCO °* SEATTLE 
TEmpleton 8-5800 SUperior 7-5580  KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686 Elgin 6-5570 Riverside 4228 — DUnkirk 1-381! YUkon 2-7068 ELliott 6270 
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VALLEY OF THE BEES 


¥ Actually, total effective buying income of more 
than $2.7 billion 


¥ Contains 3 of top 9 counties in gross cash farm income 
in the United States 


¥ Not covered by San Francisco and Los Angeles newspapers 
Watch sales grow when you sell all of the nation’s leading farm 
state, California — including the prosperous Inland Valley. And 


coast newspapers don’t get through to Valley people, who read 
and believe in their own Bee newspapers. 


Data source: Sales Management’s 1957 Copyrighted Survey. 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


..- LIKE CALIFORNIA }/7HO0U7 
THE BILLION-DOLLAR 


. @ THE SACRAMENTO BEE 
© THE MODESTO BEE 


e THE FRESNO BEE 
ae 
mA) 
X 


ta the newspaper field, only McClatchy gives national advertisers three types of discounts -- bulk, frequency and a combined bulk-frequeacy. Check O'Mara & Ormsbee for details. 


EEE 
Cities 
Duluth-Superior ............... 


Kansas City District ............ 
Metropolitan Areas 
Denver . 


Albuquerque ...... 
Oklahoma City ..... 
TD enanentene a 
Cities 
IEEE. cnsquscpeseviccsnsenssrsetecnneestene 
Kansas City 
Dallas District eo 
Metropolitan Areas 
een 
El Paso ...... 
Fort Worth 
Houston = 
San Antonio 


San Francisce District ............ 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
SACTAMENUO .......000ccccceseerereesees 
a aa 
San Francisco-Oakland ..... 
San Francisco City .......... 
a . 
Portland .............. , 
Salt Lake City 
Seattle ........ se 
a 
Tacoma 
r—Revised. 


later this year than last. 
**-Data not available. 


tising, Utica. 


Minneapolis and Suburbs —7 


Boston District ..........006 +1 
|Department Store Sales... cummaiiiee ania 
| CRU Secentintecitencenen +2 
| k W k Sl 5% Downtown Boston . = 
} Suburban Boston . +15 
Post-Thanksgiving Week Slumps = +3 
Quincy . +10 
‘ ET saccttnipstecetensciadisesens a 
GENERAL MERCHANDISE SALES WASHINGTON, Dec. 12—Depart-| losses, as follows: Boston, 1%; -— 
ment store sales across the U. S.| New York, 7%; Philadelphia, 14%; NE CTS 
. 95% over 1950 in the week ending Dec. 7—the| Cleveland, 7%; Richmond, 11%;| New York District ................ r+10 
“P re | week after Thanksgiving—ran 5% Chicago, 3%; St. Louis, 2%; Kan- a Areas y 
Fi Zip Times behind sales for the comparable|sas City, 2%; Dallas, 7%; San Seem von “— 
he aso | week in 1956, according to the | Francisco, 8%. NeW Jersey occcsecccvecseesseeree P12 
AN INDEPENDENT NEWSPAPER " : ’ 
MOANING AND SUNDAY | Federal Reserve Board. ey ip A detailed breakdown of sales sg inecibek +? 
id-P. Sales for the four weeks ending) in each of these districts will be) Oth i Ors rn at 
aye E} Paso Herald-Post Dec. 7 ran 7% behind the similar available early next week. Sales| gviacuse ; 
Aviat Cnn at Bis: - . , + 
; y & SCRIPPO- ROWED MEWENTED period of last year, and year-to-|for the previous two weeks are! philadelphia District... + 2 
The fabulous Southwest date sales were unchanged. reported below. Metropolitan Areas 
. i 7 Sant wed Ch: from ‘56 Wilmington ............... a . r+10 
Of the 12 FRB districts, only one | % | es * —.... -s 
showed a _ gain—Atlanta, 3%. Stns Cinaree aoe. "aon oN pees s =e 
Minneapolis reported no change. | pistriet, Ares, and City 23° 30° Pulledsiphts siiaclendacioosecienl ss 4 
The remaining districts all showed | UNITED STATES ................... +4 —20 Gate cvsesoosorvasrescccorecnnansccccns Tr ; 
Wilkes-Barre—Hazieton . 4+ 1 
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ae 
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*—Comparisons are affected by the 
that Thanksgiving Day is one week 


Hale Names Farquhar 

F. E. Hale Mfg. Co., Herkimer, 
N.Y., and its affiliate, Hale Indus- 
tries, have appointed Farquhar & 
Co., Utica, N.Y., to handle their 
advertising. Plans call for expand- 
ed promotion of the companies’ 
line of traditional and sectional 
book cases and allied furniture in 
both consumer and business pub- 
lications. Most recent agency of 
record was Friend-Reiss 
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we |adopted by Washington tire deal- 
"J \ers several weeks before the re- 
lease of the FTC’s proposed ad- 


ee : _ 
|vertising standards tor ‘the tire | fi In selling stationery and office equipment 5 


| standards are more stringent than | 
the voluntary code FTC has pro-| Th@ DEALER (and his salesmen) DETERMINES THE BRAND 


posed on a national basis, he 
said. + 


Eight Manufacturers Joinin As the recognized authority on office supplies 


‘Nautical Mates’ Promotion ¥ and equipment in his community, the dealer is the 
|| Eight manufacturers will join in basic influence on brand selection. The dealer — and 
fa “nautical mates” promotion > il 
@ | aimed at boating enthusiasts next | his salesmen — are the people you must se 
® | spring. Eight full-color pages will to move your merchandise at the retail level! 


be run in five boating magazines 
promoting McGregor sportswear, 
= Evinrude motors, Trojan boats, 
= |Raytheon electronics, Columbian 
= |rope, Auto-Lite marine electrical 
equipment, Admiral radio and tv 


and Thermos products. Planning Handbook, the first authoritative, 


t wat Oe -* 
I et at achudas Bocts : Orrice AppPLiANcES 
; ’| census-based study of the office equip- 
|Motor Boating, Rudder, Sports indus made. Available from 
|Afield’s Boating and Yachting. poy ™ fer $5. @ 600 W. JACKSON BLVD., CHICAGO 6, HL. oe AR) 
Norman D. Waters & Associates, |. 4 NEw YORK LOS ANGELES SAN FRANCISCO 
| New York, is handling the drive. 


OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! 


Write today fer your own OA Sales 


USEFUL—Venetia Stevenson, “Miss 
Perfect Type of 1958,” handily | 
tacks up a Printing Week poster. | 


D.C. Media, BBB | 
Team Up to Fight | 
Misleading Ads 


on WasHINGTON, Dec. 10—The Bet- 
B ter Business Bureau here an- 
nounced last week that it is team- 
ing up with local advertising me- | a 
dia in an effort to repel the rising | 
tide of false and misleading adver- | 
tising. 
: Under a plan developed by the Cc a re f u | | y 
“! bureau’s merchandising odvieory | 
committee, the BBB will monitor 


: inted advertising and broadcasts. id d 
e: Merchants who violate the BBB's | considere 
advertising standards will be asked | 

change 


to mend their ways. If they fail, | 
: media will be asked to reject their 
copy. 


7 In a discussion of the project at | 
ee a meeting of the Advertising Club 
vr of Washington, Oscar I. Dodek, 


chairman of the committee, 
said newspapers, radio and tv sta-| 
tions have promised to submit 
questionable ads for review by 
BBB and have indicated they in- 
tend to go along in rejecting ads 
which are regarded as misleading. 


The wedding ceremony 
symbolizes an important change 
in name — a change preceded 
by sober reflectidn. TV stations, 
too, must carefully consider 
any change in identification. 
Here is Channel 8's decision: 


‘ ® Mr. Dodek and Dewey Zirkin, 
ih chairman of BBB, both told the 
advertising club that relatively 
few merchants are responsible for 
ads which are undermining the 
a public’s confidence in advertising. 
Noting recent concern over bait 
advertising expressed by federal 
and state officials, Mr. Zirkin said, 
“It would be a shame to wait for 
government to force us to do what 
is right.” 

With Federal Trade Commission 
Chairman John Gwynn sitting be- 
side him on the dais, Mr. Zirkin, 
who is a furrier, hailed the prog- 
ress which the FTC has made 
toward eliminating misleading fur 
ads under recently approved fur 
labeling legislation, but he said 
most business men agree that they 
should not leave to government the 
things which they can do for them- 
selves. 


To achieve closer identification 
with 


(a) our new official home, Tulsa, 
and 


(b) our sister radio property, 
which 


has served advertisers for nearly 
a quarter of a century... 


KTVX has adopted new call 
letters, KTUL-TV. 


You can get the complete facts 
on this significant move from 
Vice President and Managing 
Director Mike Shapiro, Station 
Manager Bill Swanson or from 
your Avery-Knodel representative. 


® According to Mr. Dodek, some 
of the most flagrant cases of mis- 
leading advertising involve the use 
of fictitious prices. Others are 
based on false “going out of busi- 
ness” sales and “inventory liquida- 
tion” sales. 

Mr. Dodek said each of a score 
or more trade groups will adopt 
special advertising codes designed 
to eliminate questionable practices 
which are common in current pro- 
~ motion for their trade. He said 

tire advertising has already been 
“cleaned up” here under a code 


‘S| TULSA BROADCASTING COMPANY 
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Paul E. J. Gerhold 


Vice-President in Charge of Research & Media 
Foote, Cone & Belding 


S. H. Giellerup 


Senior Vice-President (Chairman of Plans Board) 
Marschalk & Pratt (piv. McCann-Erickson) 


John J. Flanagan 


Vice-Presidént 
McCann-Erickson 


**... more definitive information on 
media methods than that you get in 
any other of the advertising press. ”’ 


* .. the best thing that ever happened 


*¢. |. each time I pick it up it seems I 
to media people... 


find something else that I want to 
read. %? 


“T have already read several issues of Media/ scope 
and my feeling is that it really fills an informa- 
tional need in this business of media. Certainly, 
one of the great qualities of this magazine is 
that it concentrates in the area we are most in- 
terested in — in our field of specialization, media. 


“TI think the editors are doing a very good job. 
They have put a great deal of good information 
in the magazine — more definitive information on 
media methods than that you get in any other 
of the advertising press. 


“And that’s not my opinion alone. I have talked 
to a number of media people in this organization 
here and they feel the same way about it — that 
it is a very good thing for media people. I’ve 
also discussed it with our media people in Chi- 
cago. They also are favorably impressed with it. 


“If you were to ask me for a description of what 
I thought of the articles that I have found and 
liked in Media/ scope, I would say that they were 
both perceptive and practical. 


“Come to think of it, I’ve read almost every edi- 
torial in the issues of Media/ scope I’ve seen and 
I found them to be very thoughtful pieces of 
writing.” 


“There’s been a lot of good material in it. I also 
think that it is the best thing that ever happened 
to media people and you can quote me on that. 
Though media is not my prime interest, as Chair- 
man of the Plans Board and having accounts 
which I supervise, I am actively interested in it. 
So, I will definitely continue to read Media/ scope.” 


“I think the idea of having a magazine like 
Media/ scope for media people is a very good one 
and I look forward to receiving it with a great 
deal of interest. So far I’ve received four issues 
and in each one of them I have found things of 
material interest to me. For instance, I have the 
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MEDIA/SCOPE ANSWERS 
SOME QUESTIONS A 


current issue (October) on my desk right now. 
So far, I have read three articles in it thor- 
oughly and I have marked three others that I 
scanned for future, more thorough, reading. In 
fact, I intend to take it home over the next week- 
end and go through it again. Even though I’ve 
been through it, I do not consider that this issue 
has been read by me as yet and I won’t consider 
it so until I go through it once more to make 
sure I haven’t missed anything. This magazine 
seems to have a great wealth of material of in- 
terest to media men and each time I pick it up it 
seems I find something else that I want to read.” 


What’s the purpose of Media/scope? 


To provide the ideas and methods information that help readers spend 
advertising dollars wisely ...to cover all types of media thoroughly and 
objectively ...to advance the science of buying advertising time and space 
... to fill the need for media information in one publication devoted entirely 
to media matters—and nothing else. 


Why is Standard Rate publishing Media/scope? 


Our close relations with the media-buying function over 38 years gave us 
a first-hand knowledge of the need for a magazine for buyers of advertising 
...and right from the start it’s been our policy to meet every need as it 
came along. Perhaps it is in order to say that no existing magazine in the 
field could render this service without impairing, to some extent, its claim 
to serve all needs of all advertising people. Standard Rate believes in 
specific services to meet specific needs. 


What is the editorial policy of Media/scope? 


Media/scope’s editorial material concentrates without deviation upon sub- 
jects of special significance to all those in advertising who are interested 
in spending advertising dollars wisely. Its editors collect and package for 
those readers the best ideas and methods dealing with strategy, techniques 
and procedures within this one area of interest...as they apply to all types 
of media. Why does Media/scope deal with all media fields? Simply because 
all advertisers are interested in all possible ways to cover their markets 
effectively. 


This broad gauge editorial service is under the direction of Roger Barton 
who heads a staff of editors each experienced in one or more fields of media. 


Their objective is to help readers keep on top of the latest and best thinking 
on all types of media, 
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Hugh H. Johnson John A. Priebe John Caples 


Media Director Media Director Vice-President 
Kudner Agency Reincke, Meyer & Finn Batten, Barton, Durstine & Osborn 


** _..Media/scope took the job of helping **. .. I will give it at least two hours ** |. Media/scope covered topics that 


> - 


>= 


us with our problems and did it well. % an issue.» 


“You have a great book in Media/scope. And 
that’s my considered opinion after reading sev- 
eral issues. 


“We've needed something like Media/scope for 
a long time. A great deal has always been pub- 
lished about media, much of it that sounds very 
good and promises to be interesting until you 
get into the heart of it, and then it wanders off 
into generalities that mean nothing at all. 


“But Media/scope took the job of helping us 
with our problems and did it well. There is a lot 
of meat in every issue — a lot of stuff on media 


“Media/ scope is a great idea and judging from 
this October issue it looks as though it’s going 
to be a great magazine. As a matter of fact, I 
thought the earlier issues were very good, too. 


“I’m going to take this one home and I’m going 
to read it. In fact, I’m going to subscribe per- 
sonally and have Media/scope sent to my home. 
I will give it at least two hours an issue. I read 
slowly and carefully when I’m really interested 
in something, and I know I’m going to be inter- 
ested in most of what Media/scope is going to 
give me.” 


that I can actually use. There are outstanding 
articles that I can remember — articles that be- 
come part of your thinking. Such as Deckinger’s 
article on the ‘14 Common Notions That Should 
Be Approached With Caution’. That was a really 
fine article. Then there was the one on the ‘Eval- 
uation of a Media Plan’, a good development 
article. Those two stand out in my mind but 
there are others that I read with great interest 
and that rewarded me with useful information.” 


Mr. Barton is widely known as the former editor of Advertising Agency 
magazine and of American Printer. He was president (1954-55) of the 
National Conference of Business Paper Editors, the editorial wing of 
Associated Business Publications. 


Who reads Media/scope? 


Everyone in advertising with a direct media selecting responsibility... 
plus all others in advertiser and agency organizations who participate in 
media strategy, media selection, and approval of final media lists...all who 
are important enough to sit in at meetings called to plan where advertising 
money should be spent for best results. 


What is Media/scope’s circulation policy? 


Media/scope’s current circulation is comprised of Standard Rate’s own 
comprehensive list of people known to be active in the media-buying func- 
tion, plus additional names supplied by publishers, stations and their repre- 
sentatives. A top-flight circulation department under the direction of 
Arthur Gardiner Gibbs is not only working to convert the bulk of its 
circulation to paid audited subscriptions, but employing sound circulation 
methods to insure complete coverage of the media-buying function in 
agencies and advertiser companies. Even at this early stage the conversion 
to paid is at the rate of 250 subscribers a week. 


Mr. Gibbs, who recently resigned as Manager, Circulation Mail Sales, 
McGraw-Hill Publishing Company, Inc., brings a wealth of experience to 
this important post. Thirty years devoted exclusively to circulation sub- 
scription work with McGraw-Hill publications qualify him well for the 
responsibilities he has assumed. Mr. Gibbs is a past President of the New 
York 100 Million Club, past Chairman of ABP National Circulation Round- 
table and a lecturer at the ABP-MPA course on circulation approved by 
New York University. 


are very timely and important to 
media-minded account men like 
myself. 


“I read Media/scope from the viewpoint of an 
account man who is very much interested in 
media and believe me I am quite impressed with 
the amount and quality of the editorial material 
that appears in it. I am sure that any advertising 
man with similar interests in media will be in- 
terested in and actually helped by many of the 
articles that appear in the publication. 


“For instance, the material they ran on Rate 
Changes in Newspapers — it so happened that I 
was working on a newspaper schedule and this 
rate increase thing was very timely. Another 
that struck me was the article on the ARF Maga- 
zine study. I was particularly interested in the 
subject because I had recently discussed it with 
some of our clients. 


“Dobberteen’s article (‘How Good Is Our Media 
Buying,’ Oct. 1957) deals with an important 
question, not only to media specialists but ac- 
count men as well. 


“Believe me, I’ve seen a number of instances like 
these where Media/scope covered topics that are 
very timely and important to media-minded ac- 
count men like myself.” 


Media/scope 


An SRDS publication serving the Media-Buying Function 
Walter E. Botthof, Publisher 


420 Lexington Avenue, New York 17, N. Y., MUrray Hill 9-6620 
1740 Ridge Avenue, Evanston, Illinois, HOllycourt 5-2400 
420 Halliburton Bidg., 1709 W. 8th St., L.A. 17, Cal., DU 2-8576 
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|could be extended to all sections 


P , 
Gardner s Heaston of the country,” he added. “I can- 
not help but feel that the facts on 


Asks More, Better your individual markets are going 
TV Farm Market Data |to be even more important in the 


| future than they are today because 
Sr. Louis, Dec. 10—Advertisers |of the reduction in the number of 
and their agencies urgently need |farms and farmers and because of 
“more and better information” on | the activity of your competitors.” 
radio and tv farm audiences “if | 
we are not to buy your market/s He quoted the decline of farm 
blind,” Frank E. Heaston, media | population since 1940 from about 
director of Gardner Advertising |33 900,000 to approximately 20,- 


ward the larger farms with fewer 
farmers. 

Mr. Heaston went on to say that 
“advertisers in the agricultural 
field today have trouble justifying 
advertising to a mass audience— 
agricultural advertisers must sell 
specific people, not listeners. 

“The farm directors attending 
this meeting, as well as the adver- 
tisers and agency men, know that 


Co., told a meeting of associate 
members of the National Assn. of 
Television & Radio Farm Directors 
convention in Chicago. 

“As you know, the material 
available to advertisers and agen- 
cies in the broadcast field applies 
very little, if at all, to your mar- 
ket,” Mr. Heaston declared. “The 
national rating services cover the 
metropolitan areas only. Even the 
Nielsen coverage study, which was 
released last year, is of little help 
in determining the listening and 
viewing habits of the farmer and 
his family. 


s “Believe it or not, with the ex- 
ception of a few radio and tv sta- 
tion studies, some of our best 
broadcast statistics come from the 
farm magazines which serve the 
same area. If we are not to buy 
your market blind, we must have 
substantial and complete informa- 
tion on the farmers’ viewing and 
listening habits in each station’s 
individual area.” 

Mr. Heaston pointed out that 
Gardner, as an agency serving such 
major farm accounts as Ralston 
Purina Co., the Agricultural Prod- 
ucts division of Eli Lilly & Co.,| 
Monsanto Chemical Co., Granite 
City Steel Co. and Doane Agricul- 
tural Service, has done its own 
studies in various sections of the 
country to obtain such information. 

Mr. Heaston said, “Gardner and 
its clients do not have exclusive 
rights to this type of information— 
it is available to any agency or 
advertiser who will take the time 
to gather it. To me, this type of 
information seems to be a ‘must’ 
before any intelligent recommen- 
dation can be made to spend the 
millions of dollars in advertising 


000,000 reflecting the trend to- 
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Gardner have learned this fact 
through experience. Farm direc- 
tors can sell a company’s product, 
but they can sell best if they wield 
influence with the farmers in their 
listening and viewing areas. 


s “I challenge station manage- 
ment, then, everywhere, to employ 
good experienced farm directors— 
with farm backgrounds—and to 


there is a definite place in good | give them the support, the neces- 
farm programming for the farm |sary expense accounts and the help 
director’s show. Certainly, we at|they need to fulfill their obliga- 


tions to the farmers in their area, 
to provide farm service in word 
and in deed.” # 


Breck Appoints Spellman 

John H. Breck Inc., Springfield, 
Mass., has appointed Spellman As- 
sociates, Boston, to handle intro- 
duction of an undisclosed new 
product in the cosmetic field, next 
year. This will be Breck’s first 
venture outside the hair prepara- 
tion field. 


that are thrown against the far- 
mer annually. 

s “In my opinion, you as an as-| 
sociation would be wise to set up | 
industry standards for all types of 
research so that any such studies 
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ANNOUNCING 


A Western Edition 
of Reader’s Digest 


New 7- state edition with 2-million circulation 
starts April 1958 


a 1955, Reader’s Digest has received re- 
peated requests from advertisers and agencies— 
on the West Coast and elsewhere—for a regional 
edition to cover the fast-growing Western market. 


In accordance with these requests, and with its 
own policy of maintaining maximum flexibility 
and economy for advertisers, Reader’s Digest will 
start a Western Edition, effective with the April 
1958 issue, with these advantages for advertisers: 


2,000,000 Circulation. In the West, the Reader's 
Digest is bought by more than twice as many 
people as any other magazine in the area; its 
circulation is larger than the combined circula- 
tions of the biggest newspapers in the top eight 
cities on the West Coast! 


Effective coverage. The Western Edition will 
cover seven states—California, Oregon, Washing- 
ton, Idaho, Nevada, Utah, and Arizona—and the 
territories of Alaska and Hawaii. It will enable 
advertisers to reach the most important market 
areas of the West, without waste circulation. 


RD % Family 

Families Circulation Coverage 

CALIFORNIA . . . 4,566,800 1,348,791 29.5 
OREGON. .... 571,200 176,057 30.8 
WASHINGTON 859,300 275,243 32.0 
IANO. «es see 180,900 60,463 33.4 
NEVADA ..... 81,400 23,791 29.2 
UTAM . 2s eee 225,300 72,099 32.0 
ARIZONA. . . ss 306,200 92,901 30.3 
ALASKA .. 1.5 44,600 11,766 26.4 
HAWAH .. 1s 145,400 32,362 22.3 
6,981,100 2,093,473 30.0 


Deep Market Penetration. Reader’s Digest is 
bought by nearly a third of all the families in the 
West: e.g., 29% in California, 32% in Washington, 
31% in Oregon (see table and map). It provides 
market coverage and penetration unmatched by 
any other magazine in any section of the country. 


Faith that leads to action. The new Western 
edition offers advertisers the greatest bonus of all 
—a climate of confidence for your advertising 
message. Research shows that people pick up and 
read the Digest more often than other magazines. 
And people believe what they read in the Digest. 
They read it with faith, the kind of faith that 
leads to sales! That is why this year, advertisers 
have spent $18,009,965 in the Digest —52% more 
than in 1956. 


Lower rates! The basic black-and-white page rate 
of $7,000 amounts to only $3.50 per-page-per- 
thousand circulation; the four-color rate of $9,000 
is only $4.50 per thousand. There will be generous 
discounts for spreads. All rates will be substan- 
tially lower, in relation to circulation, than those 
of other publications. 


Editorial content will be identical with that of 
the U. S. edition with the same restrictions on 
advertising of alcoholic beverages, tobacco prod- 
ucts and certain medical remedies. The only way 
in which the Western Edition will differ from the 
U. S. edition will be the inclusion of advertising 
directed to the Western market. 


For further information: In Los Angeles, call 
Olive 3-0380. In San Francisco, EXbrook 2-3057. 
Or write to: Reader’s Digest, 230 Park Avenue, 
New York 17, New York. 
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Science & Mechanics Co. 
Acquires ‘White's Radio Log’ 
“White’s Radio Log,” a direct- 
ory of am, fm, tv and short-wave 
broadcasting stations, has been ac- 
quired by Science & Mechanics 
Publishing Co., Chicago, a sub- 
sidiary of Curtis Publishing Co. 
Vol. 35, No. 1 of “White’s Radio 
Log” will appear as a special sup- 
plement to the “Radio-TV Experi- 
menter,” a 192-page handbook 


TV Experimenter” will also con- 
tain over 40 do-it-yourself projects 
on radio or tv sets. 

“White’s Radio Log” was found- 
ed by Charles DeWitt White in 
1924. The new edition, which will 
list more than 3,000 U. S. stations, 
will be the first since Mr. White’s 
death April 6. 


‘Good Housekeeping’ Names 3 
A. F. Watkins Jr., formerly with 


scheduled for release on news-| Farm & Ranch, has joined the east- 
stands Dec. 31, 1957. The “Radio-|ern advertising staff of Good 


Housekeeping. Mrs. Dorothy Har- 
per, formerly with Wiegers-Bell- 
amy Co., and Stanley Leyke, for- 
merly in the Good Housekeeping 
production department, have joined 
the advertising promotion depart- 
ment of the magazine. 


‘Reader's Digest’ Hits Record 
Reader’s Digest will print 12,- 
992,099 copies of its January issue 


|—highest number in its history and 
‘the “highest ever printed by any |nouncement in a speech before the 


one magazine for a single issue.” 


McNaughten Shows New Ampex Model as 
KING-TV Marks Year of Tape Machine Use 


SeaTTLe, Dec. 10—Production 
and delivery dates of Ampex video 
tape recorders are far ahead of 
schedule, it was announced last 
week by Neal K. MecNaughten, 
manager of the professional prod- 
ucts division of the Ampex Corp. 

Mr. McNaughten made the an- 


Advertising & Sales Club of Se- 


Circulation 
Penetration 


Reader's Digest reaches 


Reader's Digest reaches 
10-20% of families 


Reader's Digest reaches 
under 10% of families 


20% or more of families 


People have faith in 


JReaders Digest 


America’s largest magazine circulation— 
over 11% million copies bought monthly 


¥ 


ey 


ey 


attle at a special luncheon meeting 
lin the KING-TV studios and host- 
\ed by King Broadcasting Co., com- 
|memorating the first station- 
owned video tape machine, which 
was put in operation Thanksgiving 
Day by KING-TV. 

All orders now on hand for Am- 
pex-VR-1000 production b&w re- 
corders will be shipped by April, 
1958, Mr. McNaughten said. 

He also revealed that Ampex has 
developed a “completely success- 
ful” color recorder made up of the 
production VR-1000 b&w recorder 
plus a color conversion accessory. 
He said that deliveries of the color 
accessory will start in June, 1958. 


® Members of the Seattle adclub 
witnessed demonstrations of the 
VR-1000 in action. A concealed 
KING-TV camera covered the ar- 
rival of club members and fed the 
picture to the VR-1000. Moments 
later, while the members were eat- 
ing lunch, they saw themselves on 
four monitors that were being fed 
the tape recording. 

Mr. McNaughten used the VR- 
1000 to emphasize one of the points 
of his speech. He said: “In order 
to be certain to get across my last 
point, I wish to repeat it.” Within 
seconds his previous statement was 
played back to the audience. # 


Mennen Expands Drive for 
Baby Products to 13 Magazines 

Mennen Co., Morristown, N. J., 
will expand its Lady-in-Waiting 
campaign for its baby products 
from four magazines to 13 in 1958. 
In addition to its 57 media list of 
Good Housekeeping, Life, Modern 
Romances and True Story, the 
company has scheduled insertions 
in Baby Talk, Better Homes & Gar- 
dens, Family Circle, Ladies’ Home 
Journal, Look, My Baby, Parents’ 
Magazine, True Confessions and 
Your New Baby. 

Regional Lady-in-Waiting pro- 
motions also will be held in 12 new 
cities. During 1957, these promo- 
tions were held in nine cities. Grey 
Advertising is the agency. 


Anthony Faranda Shifts 

Anthony Faranda, formerly an 
art director with McCann-Erick- 
son, has joined Fruit of the Loom 
Corp., New York, textile company, 
as director of merchandise presen- 
tation, succeeding the late Sher- 
wood Holman. 
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Male Ad Models Catching Up with Females 
in Popularity (Dash it!), Hartford Reveals 


New York, Dec. 10—Modeling is 
still one business where the wom- 
en can’t complain of getting paid 
less than the men. In fact, the 
chances are that the gal model in 
an ad is making 25%-50% more 
than the male model. 

This inequality of the sexes may 
not last for long, however, as cig- 
aret, beer, appliance and even food 
companies take increasing note of 
the selling potential of the male 
model. 

In the past decade, the number 
of male models has increased al- 
most 100%, although they are still 
outnumbered four to one by the 
girls, according to the Hartford 
Agency, which says it is the top 
grosser in the modeling field. 

With an eye to the bright finan- 
cial future of male models, a few 
agencies in the field—Hartford in 
particular—have expanded their 
male model departments to a de- 
gree considerably out of propor- 
tion to that prevailing in the in- 
dustry in general. 


= Of the 160 models in the Hart- 
ford “stable,” 60 are men, accord- 
ing to Edward Collins, exec vp, 
and 25 of these 60 male models 
now earn $40 an hour, the top fee 
for men. Top women models, how- 
ever, get $50 to $60 an hour—with 
six to eight female models in the 
business making more than $60. 

For his yearly take, a male mod- 
el may earn a maximum of $30,- 
000, while top women models total 
up $40,000 to $55,000 in a year, Mr. 
Collins estimated for ADVERTISING 
AGE. 

Why the growing demand for 
the male model? Mr, Collins point- 
ed to the new statistics that show 
40% of the nation’s retail sales 
were made to men—and that 80% 
of married American males did 
some or all of the grocery buying 
for the family. 

It used to be that advertisers 
and agencies felt that women, be- 
ing the decisive factor in most 
purchasing, liked to identify them- 
selves with models they saw in ad- 
vertisements. Also, many male 
models used to be “pretty boys,” 
with limited sales appeal, he ex- 
plained. 


® Today the average male model 
looks like an “average Joe” and 
his primary quality “is not good 
looks, but virility,” Mr. Collins 
said, giving as an example the 
current he-man type now so prev- 
alent in cigaret commercials. 

The modeling business is chang- 
ing in other ways too. With the 
dollar harder to get, “you can’t 
load expenses any more. Those 
days are gone and the era of the 
‘special deals’ is approaching,” 
he said. 

Always a highly volatile busi- 
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ness, modeling was especially 
hit by the stock market plunge. To 
wit: In August, Hartford’s busi- 
ness was running about 25% 
ahead of August, 1956. In Septem- 
ber (as the stock market began 
to slip), the company’s business 
—— 18% ahead of September, 
1956. 


miserable month,” Mr. Collins !a- 
mented, “and our figures ran even 
with 1956.” 


= In November, however, business 
bounced back, and Hartford’s fig- 
ures zoomed to about 20% ahead 
of last year. For the entire year, 
Hartford expects to gross about 
$2,000,000 in bookings—an in- 
crease of $500,000 over last year. 

Hartford believes there are 
about 1,500 models working in the 


As for October, “That was a 


New York area, with about 1,000 
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working regularly every week. 
About ten model agencies do about, 
92% of the dollar volume in the 
modeling business. 

“Any business man would go 
crazy running a modeling agency,” 
Mr. Collins maintained. “We’re 
really a service organization which 
runs a secretarial and answering 
service for the models; acts as their 
bill collector and banker (without 
interest); serves as full time 
nursemaid and father confessor— 


“About 90% of the people know 
which model they want for a print 
assignment, but less than half 
know which model they want in a 
tv request, so it’s up to us to do the 
casting,” he said. + 


Young Rejoins Savage-Lewis 
Savage-Lewis, Minneapolis, has 
appointed Sumner S. Young a com- 
munications account man. Mr. 
Young, with Savage-Lewis in 1955, 
has just completed a tour of duty 


and as casting director. with the U. S. Air Force 
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Pierce Heads KWFT Sales 

A. L. Pierce has been promoted 
to sales manager of KWFT, Wich- 
ita Falls, Tex., following reorgani- 
zation of the station after purchase 
Nov. 1 by North Texas Radio Inc. 
Mr. Pierce joined KWFT in 1940 
as staff vocalist and has served as 
traffic manager, salesman and na- 
tional sales manager. 


Hoag & Provandie Adds One 
Sprague & Carleton, Keene, 
N.H., manufacturer of maple colo- 
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nial furniture, has named Hoag & 
Provandie, Boston, to handle its 
advertising. The account was for- 
merly handled by Roberts & Reim- 
ers, New York. 


Delehanty, Kurnit Adds One 

Popular Science Publishing Co., 
New York, has named Delehanty, 
Kurnit & Geller Advertising Corp. 
as its agency for Popular Science 
and Outdoor Life. The account was 
previously handled by Grant & 
Wadsworth. 


Real-Kill Names McConnell 

Real-Kill Co., Kansas City, Mo., 
manufacturer of insecticide prod- 
ucts, has named Paul H. McConnell 
merchandising manager to work 
with Roger M. Kirk Jr., sales and 
advertising vp. Mr. McConnell was 
previously district sales manager 
of Monsanto Chemical Co.’s con- 
sumer sales division. 


Richard & Gunther Moves 
Richard & Gunther has moved to 
15 W. 46th St., New York. 


‘Tribune’ Boosts Barker 

The Chicago Tribune has ap- 
pointed A. R. (Bob) Barker man- 
ager of comics advertising sales, a 
new position. During the 30 years 
that Mr. Barker has been with the 
Tribune, he has handled advertis- 
ing of all product classifications in 
the general display field. 


Harshe-Rotman Moves 

Harshe-Rotman, public relations 
company, has moved its Chicago 
office to 108 N. State St. 


Example? In just one 
city of 190,000 people 


ay Sa" a oe 
. 


(VOGUE circulation, 459), 
in just six months, retail 
stores ran newspaper adver- 
tisements totalling over 2,000,000 
circulation* —all using VOGUE’s name 
and authority to add selling power to 
store advertising. It’s the same in hundreds 
of cities large and small. Every month of 


the year, retailers of all 


kinds are busy 


selling fashion of all kinds with VOGUE. 


Pinpoint smart America with an advertis- 
ing schedule in VOGUE and suddenly the 
wonderful force of fashion begins to spread 
your products and services—clothes, travel, 
furniture, food and liquor, automobiles. 


The selling power is fashion .. . 


ee eee Le 


... the fashion power is VOGUE. 


VOGUE 


420 Lexington Avenue, New York 17, N.Y. 
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Enterprise Service 
to Provide Varied 
Mat Sizes to Dailies 


New York, Dec. 10—Enterprise 
Advertising Service today an- 
nounced plans to develop “tailor- 
made” advertising mats, Following 
a poll of the nation’s 1,600 news- 
papers, the company will produce 
four basic column sizes. 

The object of the survey, Eugene 
Sanger, Enterprise president, said, 
“is to harness the trend to smaller 
formats and narrower column 
widths.” He said the survey’s find- 
ings would be used to determine 
the four basic column sizes, rang- 
ing from narrow to wide. 

The solution to the mat size 
problem could be completely nulli- 
fied by faulty mat distribution, Mr. 
Sanger said. The findings will be 
used as a means of making sure 
that mats of the proper size reach 
each newspaper. 

Questionnaires will be sent to 
the heads of stereotype depart- 
ments. Following correlation and 
analysis, Mr. Sanger said the in- 
formation will be distributed to the 
printing trades as a service. + 


Chicago Red Book Grows, 
Tops Last Book by 12 Pages 

Chicago’s new classified phone 
book, now being distributed, runs 
to 2,348 pages—12 pages more than 
last year’s book, according to Reu- 
ben H. Donnelley Corp., directory 
publisher. The Chicago classified 
directory is the largest in the na- 
tion, Donnelley says, topping Los 
Angeles’ current book of 2,112 
pages and New York’s Manhattan 
book of 2,008 pages. 

An initial distribution of 1,333,- 
000 copies is being made to tele- 
phone subscribers and pay stations 
within the city, Nearly 2,000 peo- 
ple, using 50 trucks and hundreds 
of cars, are scheduled to complete 
delivery within 17 working days, 
Donnelley says. 


Campbell Joins Maloney Co. 

William R. Campbell has been 
named advertising manager of F. 
H. Maloney Co., Houston, manu- 
facturer of rubber, metal and plas- 
tic products for the petro!sum in- 
dustry. He formerly was owrver of 
Camera Graphics Inc., and previ- 
ously was with the nationa! adver- 
tising department of the Houston 
Chronicle. 


WHBEF 


RADIO & TELEVISION 


COMING! 
Greatly Expanded 
Coverage from a 

New 1000 ft. Tower 


—macemmamnt aia Oa eee age ee ee ADEM oth cn nema atin tae ee ee en pS i ee, gmt. 0 ee iy eal nn st ea 0 inci lal ia ee Lege, A L be < pieet ee as ek tg oe a ont Ae aa Yara 
prance RT RR aa ao aR a es ae eee. Cae en ie Re mre olen et 85 esi Cele fr a Perit ce tetera aah PN ncn rene Memmett er oo). aga 
ee ee ore . eae ee Hoa ate ieee & eS Cr: i aaa peg Eck hg ORs © te ge ee) yA ore ale Gr oe ee sie cde ged 
ee EE Se eae, Gee epee, ee ae fae a A See rie Somme, a eran eo GRE Rice a ee en ee ane 
3 Re 2) 
s ee aa 
65 ; 
Bee | ‘ - 
: | = 
% ~~ 
oe = 
fi 
‘7 ia 
eek : ae 
es. oe 
: si 
res x 
st ————— ee eee 
on Pega. % we Hee Pe See ae RY Oe ONE a 
i - 
Et - : — 
— ‘J oe 
siege a ee 
bi “4 te 
a = gt 
a * | er 
ites, > 2 ~ | 
ee) eae: | 
oe. a 
ae é d : | ae 
SSagene Sahat f m= Poorer: ee : Pool 
gas oy se ee ee ¥ a 
i fess) — 5 
: an ‘ i S a) pe a ail af | 
+ aor 4 " — q gos 
peal Bie ne 
pf ff oie - P 
eae ~~ 71 ¢ + eer 
“ly A . ; . Foe 
ae ) @ Ve rae, $ 4 
ae! ot a : a ae 
a >. fs : 
ad “ox, & Fh % i a 
a : 7 ws , “n~ a y 
7 : - e- ‘ . 
= ys v4 vor - il es 
ie Tt + , _ 
ae , mm a ¥ = yh 
Ps S 2 a 
Pog A Ne 3 oe 
a PT ; ; 
S ee ”s ~ ai Ee 
oe = y © ; oe: 
aie ’ be Oy y a aid 
> J > E a 
oe : : ae 
= Ss a . Ass 
LS Sete ee | on 
aoe 4 ig 
. Lal 7 3 
a 
per ‘ / ei 
a Se, i. ap 
a2 (re ’ ad oh 
Cae —_ PY » = os aa 
ae = pe 
Ne ; ah 
Fa! % ay ce 
atte < are 
ites ge 
: 2 » : ’ ™ aia 
Ret . . : 
7. FIRST 100 MARKETS 
ake “ x ; fii 
le * + , Sa! 
ee p o-Cy i" 
ites zs 7 : > ‘ a 
ens » ae a 
ay ene F 2 
a °, ae Z 
Paget b ae At —, 
Se : “ > 
os ~4 ° 4 ~ 
aL! : m 2 CaS 7 
wr 4 4 « eres 
on i G - : 
inthe hey se -_ 
Led 2 4 Pd j E 
a ee , res ae 
A oe 
PY ‘a ; 
ail 
> ’ 
oe 
ee ve 
— 
‘ ee 
ie 
ee. * re 
a ©? : 
ale Cesta . ‘es : 
, he Pe: ee ae Se se oa ; 
BD 02.2 ke -~NRee E NEE, | VEPRESENTED BY AVERY-KNODEL, INC. . 
5 : . ’ " 3 4 ee: = zg E ch ee i Te ea 5 eget 5 : aimee iia! pre = ie 
en AS gee Eg <p ae hare ee ee Ce! ih te ee ee ee es ee oe a 
Saari a ¢ eee sei % ie re en er he oe ee Tote eee Ne een We ie aes eS : omar ae ee a ih ora 
Si te c oe as a I u ay E : oe Y ie: San tee ai \ ¥ oe ako oh Rete a oa i sore cg eg Os ee i I ic Pte it 4) 5 ee eee ‘medias eae see 3° . AS ne ee 
Be or a ee eae ees Sage Pages ee od fake ae > ee Be ee a, 6 ge ee Need, Smee ote ae co aH 8 ee a ee ee 
See ee ele sre org Sate We ee ed ee aN ‘a eee eee ten! ee rg Ne Va ee Pan a ae re Si ae Pigs Re Ty ah a ee ie ee 


» 


Priam 


ess tt ad Me ion 


PUBLICATION 


at a en ame net 


IMPORTANT IN PLANNING PETROLEUM 
TO SELL THE 


ee es eee ee 


Advertising Age, December 16, 1957 


SCHEDULES 
TO SELL 


MANAGEMENT 


OIL INDUSTRY youR 1958 


IN 1958 


you 


MUST 
SELL, 


lanagement- 


THE NATIONAL NEWSPAPER 


OF 


59 East Van Buren Street, Chicago 5, 


SCHEDULE 
MUST 


INCLUDE 
THE O11. DAILY 


PETROLEUM 
Illinois 


GE. Takes Research 


| Post at Syracuse U. 


Syracuse, N. Y., Dec. 10—Dr. 
W. R. G. Baker, electronics pi- 
oneer who helped bring television 
out of the experimental stage and 
into the home, retired from indus- 
try as he bade goodbye to Gen- 
eral Electric Co. on his 65th birth- 
day. 

Without a pause, Dr. Baker shift- 
ed his attention to another field— 
research and education—as he be- 
came vp in charge of research at 
Syracuse University. 

Dr. Baker’s key contribution in 
television was in helping give the 
fledgling a sense of direction at a 
time when it was greatly needed. 

In 1940—11 years after alloca- 
tions for experimental tv had been 
authorized by the Federal Commu- 
nications Commission—television 
| was still floundering around with- 
out any definite standards for set 


* | manufacturers. 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


Coated paper machine, Texas Division, can produce over 1,000 feet of paper a minute 


If there’s a better way to do it, 
Champion will find it 


It may be the extra attention that insures prompt delivery 
of a customer’s order. Or it may be thousands of dollars 
worth of new equipment to improve paper production. But 
it is the constant alertness to finding new ways to do the job 
better that accounts for Champion’s continued growth. For 
example, by changing to a new type of headbox, which 
regulates the flow of pulp to the wire on this paper machine, 
substantial increases in operating speed and controlled 
quality are possible. It is such engineering ingenuity that 
keeps Champion the leader in the papermaking industry. 


CHAMPION® PAPERS 


THE CHAMPION 


PAPER AND FIBRE COMPANY . 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


Symbol of leadership tn panermaking 


HAMILTON, OHIO 


ie 
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Dr. Baker took the leadership in 
setting up an industry technical 
committee under the auspices of 
the Radio Manufacturers Assn. His 
efforts culminated in the organiza- 
tion of the first national television 
system committee, which did its 
work so well that limited commer- 
cial telecasting was authorized by 
the FCC in 1941. 


® Dr. Baker’s career with GE dates 
back to 1917 when he joined the 
company’s general engineering lab- 
oratory at Schenectady. 

As a design engineer he helped 
set up several pioneer radio sta- 
tions, among them GE’s WGY. This 
station served as an experimental 
laboratory for Dr. Baker and other 
radio scientists who perfected tech- 
niques for the entire broadcasting 
industry. Coincidentally, they also 
worked on short wave broadcasting 
problems. 

He was in charge of the develop- 
ment, design and production of all 
radio products at GE by the time 
work started on the 500 kilowatt 
transmitter, then the world’s most 
powerful, for WLW, Cincinnati, in 
1927. 

When RCA Victor took over the 
radio line of General Electric, Dr. 
Baker moved to Camden, N.J., to 
direct the radio activities of that 
new company. When his old em- 
ployer went back into radio re- 
ceiver manufacturing in 1935, Dr. 
Baker went back to GE. By 1939 he 
was manager of the company’s ra- 
dio and tv department. In 1941 he 
was named a vp and his depart- 
ment was renamed the electronics 
division to cover the broadened ac- 
tivities undertaken during World 
War II. 


® The war naturally slowed tv’s 
development, but GE’s station, 
named WRGB after its top engi- 
neer, was in operation at Schenec- 
tady. The first network hookup 
linked that station with New York. 
In the postwar years Dr. Baker 
again assumed a role of industry 
leadership. He headed a new na- 
tional tv system committee set up 
by the Radio Manufacturers Assn., 
now the Electronic Industries 
Assn., which was given the assign- 
ment of working out standards for 
transmission of color television. 

These and other activities during 
his long life in the world of elec- 
tronics have won for Dr. Baker a 
roomful of medals, awards and 
honors. # 


Plagiarism Suit Against 
Mike Todd Set for March 18 

A plagiarism suit against film 
producer Mike Todd has been set 
for trial on March 18, 1958, in su- 
perior court, Los Angeles. The suit 
charges that Mr. Todd plagiarized 
from Earl Klein and Animation 
Inc., Hollywood, the cartoon epi- 
logue of his film, “Around the 
World in 80 Days.” A _ superior 
court judge previously ruled that 
there was sufficient basis for the 
suit by turning down pleas of Mr. 
Todd’s lawyer to dismiss the ac- 
tion. 


Hamm Brewing Names Adams 

Theo. Hamm Brewing Co., St. 
Paul, has appointed Charles T. 
Adams assistant director of adver- 
tising. Mr. Adams formerly was 
with General Mills, most recently 
as an advertising product group 
manager. 
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WARM-HEARTED—A five-page ad in the March issue of American Home 


will promote Minneapolis-Honeywell Regulator Co.’s Warm Hearted : ae wien a 


House project. Besides the spread shown here, the ad includes a page oer : j ; advertise in : 
of dealer listings (AA, Dec. 9). : 


2 McNamara Joins H-R 
Co Robert J. McNamara, formerly 
ming with Peters, Griffin, Woodward, 
has been named director of client 


Conventions services for H-R Representatives, 
New York. 


*Indicates first listing in this column. 
a Jan. 17-18, 1958. Midwestern Advertis- 
ing Agency Network, Bismark Hotel, Chi- 


cago. 
f Jan. 17-19, 1958. Advertising Assn. of 
} the West, midwinter conference, Hotel 
del Coronado, San Diego. 


{ Jan. 20-22, 1958. Newspaper Advertising 
| Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 


Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

: *Feb. 21-22, 1958. Northwest Daily Press 
j Assn., 39th annual meeting, Hotel Radis- 
‘ son, Minneapolis. 

Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

March 3-4, 1958. New England News- 
paper Advertising Executives Assn., win- 
ter meeting, University Club, Boston. 

*March 9-16, 1958. Assn. of Railroad 
Advertising Managers, Mayflower Hotel, 
Washington, D.C. 

March 27, 1958. Associated Business 
Publications, annual eastern conference, 
Hotel Roosevelt, New York. 

April 16-17, 1958. Point-of-Purchase Ad- 

Y vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, 
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: The Greenbrier, White Sulphur Springs, H 
W. Va. 
5 aie, eagoteges ow to locate markets with 
ee Broadcasters, Biltmore and Statler Hotels, 
at Los Angeles. 
Be aeeepeee EXPANSION POSSIBILITIES 
if vertisers, annual meeting, Royal York 
a Hotel, Toronto. 
eS May 25-28, 1958. A lated Busi 
i Publications, spring conference, The You would not look for a market where the number 
i omestead, Oo prin Lb a. M4 . S 
: Stay SBD. 0058. Dationel Business Puib> Brands and/or Types and of oe brands ome high—nor where those brands 
es, lications, annual spring meeting, Grove SS ° 
Mestions, seneel spring 5 Average Distribution of were well-entrenc ed. Rather, you would search for 
= June 3-8. 1958, National Industrial Ad- a market with a lot of consumer potential where an 
: vertisers Assn., annual convention, Chase- SALAD DRESSING aggressive merchandising program offered the best 
= June 8-11, 1958. Advertising Federation from 11th Annual Scripps-Howard possibilities of success. 
ee of America, 54th annual convention, Hil- . . . 
ey ton-Gtatler Hotel, Delias, as Grocery Product Distribution A good market research job can pin-point markets 
= RE gue lh meng Bigg os ayy Bg eciaaed aaa with expansion possibilities. We think we have such 
; Chicago. brands or Distribution a tool for aggressive merchandisers in the Groce 
cs: June 22-26, 1958. Advertising Assn. of os per cath bred Product Diaeab ti S d cted G ry 
i the West, 55th annual convention, Van- tore or type . 18 ution survey condu annually by 
couver, B. C. NEWYORK. ©... 2... 67 7.1 Scripps-Howard Newspapers. 
Ss June 24-26, 1958. American Marketing CLEVELAND ........ 99 8.1 ’ P 
. Asen.. annual convention, Harvard School WASHINGTON... .... 10.2 87 The panel to the left doesn’t need arrows to point 
5 » " Yt . . 
ie ne a prveevnen ........ ta was out a wide — for a merchandiser with 
vertising Executives Assn., summer meet- CERGIATE «ss sss . a x eas. posi tha i 
ing, The Broadmoor, Colorado Springs, INDIANAPOLIS... .... 14.8 a4 v3 —- : An almost op ite to t, it 
Cole. MNOXVULE. .. 2.0... 15.4 18.8 reveals markets where some brands fairly well en- 
Sept. 10-12, 1958. Direct Mail Advertis- Pe eee 16.0 16.5 bes a } toes”’ the 
ing Assn., 4lst annual convention, Chase- ee 16.8 15.1 trenched had tt be on their lest 
Park Plaza, St. Louis. ——...... pony aa amount of competition make inroads on their sales 
Oct. 5-9, 1958. Outdoor Advertising EL PASO 163 96.1 itions 
Assn. of America, Hotel Sherman, Chi- roat woaTn with athe. ; ; pos : 
<I EES Ge I | fy a a. =e If you would like a copy of our 11th G 
Oct. 20-21, 1958. Agricultural Publish- SAN FRANCISCO... .. . 276 22.6 i - . srocery 
ers Assn., annual meeting, Chicago Ath- a SP eee 28.8 15.5 Product Distribution Survey, get in touch with any 
- Ae Scripps-Howard newspaper or advertising offi 
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Uniform Audit Lack Hurts Business 
Paper Advertising, Says JWT's Wilt 


Media Veteran Expects 
Business Paper Rates, 
Readership to Increase 


New York, Dec. 10—Harold A. 
Wilt has not only been a consistent 
and persistent advocate of inde- 
pendent circulation audits for busi- 
ness papers over the past 18 years, 
he also has contended that lack 
of standardization in audits handi- 
caps and hurts business paper ad- 
vertising. 

“Lack of uniformity in circula- 
tion statements places a tremen- 
dous burden on the buyer,” he told 
ApvertTisinc Ace. “Until last 
week,” he said, “Audit Bureau of 
Circulations wouldn’t audit free 
circulation, and Business Publica- 
tions Audit won’t standardize the 


In addition to heading the media 
practices committee of NIAA, he 
has been an active member of the 
business paper committee of Amer- 
ican Assn. of Advertising Agencies 
during the past seven years. 

He is in favor of a complete in- 
dependent audit of all business 
papers, “whether they are free or 
paid or a combination of the two.” 
He has been advocating this for 
18 years. 

“I’m not too concerned about 
how a business paper reaches a 
reader,” he says. “The important 
things are how it is read and who 
reads it.” 


® He regards the term “space buy- 
er” as a misnomer. “Space buyers 
don’t just buy,” he says, “they sell, 
and much of their success as buy- 


business analysis of competitivejers depends on their ability to sell 


papers. 

“SIC (Standard Industrial Clas- 
sifications, used by the U.S. Bu- 
reau of Census) seems like the best 
common denominator for stand- 
ardized classifications, but it too 
has its limitations. 

“Advertising associations, in- 
cluding the Assn. of National Ad- 
vertisers, have asked ABC to 
supply breakdowns of the free cir- 
culation of member publications, 
but little progress has been made. 

“Unaudited business publica- 
tions still outnumber audited pa- 
pers about 60 to 40,” Mr. Wilt says, 
and he regards it “as a little ridic- 
ulous. 


s “I was particularly gratified to 
read in Apvertisinc AcE [Dec. 9] 
that ABC has decided to audit 
business publication members’ un- 
paid distribution. This is something 
I have been working for and ad- 
vocating for the past eight years. 
It is a major step forward in cir- 
culation auditing of business pa- 
pers, and I am confident that a 
great deal of good will develop 
from it.” 

(The ABC has decided to audit 
free copies more thoroughly, but 
will not show a _ classification 
breakdown for unpaid distribution. 
See detailed story on Page 8.) 


® Mr. Wilt speaks with the au- 
thority of experience. He has been 
business paper media buyer at J. | 
Walter Thompson Co. for the past 
14 years, He was chairman of the 
media practices committee of Na- 
tional Industrial Advertisers Assn. 
from the committee’s inception 
eight years ago until he asked to 
be relieved last June. He is still a 
member of the committee and 
largely responsible for NIAA’s re- 
cent booklet, “The Case for Audits 
for Business Papers,” which was 
prepared during his chairmanship 
of the committee. 

With characteristic modesty he 
disclaims doing anything more 
than help get the booklet. pub- | 
lished. It was written, Mr. Wilt | 
says, by Richard C. Christian, of 
Marsteller, Rickard, Gebhardt & 
Reed, and its distribution has been | 
pushed by Richard H. Koehler of | 
Westinghouse Air Brake Corp., 
now committee chairman. 


| 
® Mr. Wilt, who is generally re- | 
garded in the business paper field | 
as one of the foremost media spe- | 
cialists in the advertising business, | 
was born in Philadelphia. After 
attending the University of Penn- 
sylvania, he joined N. W. Ayer & 
Son in 1925 and moved into the 
media department. In 1940 he came 
to New York and joined Batten, 
Barton, Durstine & Osborn as a 
business paper media specialist. | 
Four years later he became busi- 
ness paper media buyer for J. Wal- | 
ter Thompson Co. and has been 
there ever since. | 


their selections. An advertising 
manager must sell his management, 
while an agency buyer must sell 
both his account executive and his 
agency’s clients.” 

Moreover, Mr. Wilt believes “no 
intelligent selection of business pa- 
per media can be made without the 
buyer having an intimate know- 
ledge of the product, its market, its 
competition and how it is distrib- 
uted.” 

There are 175 different business 
paper classifications or markets 
listed in Standard Rate & Data 
Service, he says. “The selection of 
vertical or horizontal media will 
depend principally on how many 
of these SRDS classifications offer 
primary markets for the advertis- 
er’s product. If it seems desirable 
to limit promotion to relatively 
few individual markets, probably 
only vertical media should be con- 
sidered. If a product appears to 
have a potential in many markets, 
horizontal media with functional 
appeal may be used to advantage 
to supplement vertical media.” 

Asked what he considers the 


Advertising Age, December 16, 1957 


“TI have an open mind... 


most important factor in media 
evaluation, Mr. Wilt said, “I con- 
sider readership resulting from an 
acceptable editorial formula the 
most important yardstick in media 
evaluation. When an advertiser 
buys a page of white space he is 
actually buying potential readers. 
In the new NIAA media data form 
we have provided space for re- 
porting all editorial data that can 
be shown statistically.” 


| “What about the NIAA Media 
Data File?” he was asked. “Are 
you in favor of it?” 

“T have an open mind,” Mr. Wilt 
said. “I’m waiting to see what de- 
velops.” 


= Here are Mr. Wilt’s answers to a 
number of other questions: 

The new NIAA booklet urges 
publishers of unaudited business 
|papers to join an independent au- 
dit. What does that mean? Couldn’t 
that mean a new audit bureau or 
‘jan audit by a certified public ac- 


"| countant? 


“Well, we don’t want any more 
audit bureaus. We already have 
three, ABC, BPA and VAC (Veri- 
fied Audit of Circulations). An 
audit by a CPA would be an in- 
dependent audit, but it would be 
expensive and it wouldn’t be tri- 
partite, as in the case with the 
established bureaus, where adver- 
tisers, agencies and publishers are 
equally represented. We would like 
to see all business papers audited 
by one of the recognized audit 
bureaus. 


29% of stockholders in New York City and suburbs read The News 


Source: Profile of the Millions ...a study conducted by W. R. Simmons & 


Associates 


with the recommendations of the Advertising Research Foundation. 


Research, Inc. ... after consultatix 


Any New York News office can show you Profile. 
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“As the NIAA booklet states: 
‘For any business paper maintain- 
ing the circulation records needed 
for efficient management, the an- 
nual cost of belonging to an inde- 
pendent auditing organization sel- 
dom exceeds the publication’s rate 


,” 


for one b&w page’. 

Speaking of rates, business pa- 
pers seem to be getting a larger 
share of advertising budgets; have 
you any idea as to how much of 
the total they really get? 


s “It is estimated that for every 
$1,000 of gross national product 
$1.12 will be spent in business pa- 
pers in 1957. In 1956, the ratio of 
business publication to total U.S. 
advertising was $49.69 per $1,000 
of U.S. advertising. It is estimated 
at $50.06 in 1957.” 

Do you anticipate higher page 
rates in the business paper field 
for 1958? 

“Yes, they’re quite general. The 
average campaign will cost the ad- 
vertiser approximately 10% more 
next year than it did this year. 
However, while rates are up 


132.4% over 1940,” he noted, “ad- 
vertisers are reaching many more 
prospects with greater buying po- 
tentials. Actually, there have been 
circulation gains of 47.2% in this 
same period, to cover expanded 
markets, so the cost per 1,000 is 
up only 58%.” 

What about the increased use of 
so-called impact advertising in 


“Lack of uniformity in circulation statements places a tremendous burden on the buyer.” 


business papers? 

“I think the use of multiple 
pages and inserts to get increased 
attention is worth closer study, 
particularly by multi-product ad- 
vertisers, provided it will not too 
seriously disrupt the continuity of 
the campaign in basic media.” 

What about inquiries? Aren’t 
they getting a bigger play? 


“I doubt it. I don’t think an ad- 
vertiser should strive to produce 
inquiries in quantity unless he has 
something worth while to offer and 
is properly set up to follow them 
up. Incidentally, the Industrial Ad- 
vertising Research Foundation has 
available a very helpful study of 
case histories in processing in- 
quiries, 


Want stockholders? 


... Lhe News reaches more stockholders than 


any other New York morning or evening newspaper ! 


Stockholders a 


luxury buyers. And The News is read by more 


of them than any ot 


30,000 more 


70,000 more 
140,000 more 


160,000 more 


210,000 more 
230,000 more 


Stockholders have plus-spending power, 


extra checks for 


re dividend-spenders and 


her New York newspaper— 


than the 
World-Telegram & Sun 
than the Times 
than the 
Herald Tribune 

than the 

Journal American 
than the Mirror 
than the Post 


capable of buying the upper price lines, better 
merchandise, the choicest items—are fine 
customers for everything you have to sell. 
And The News is their favorite medium! 


The News also gives more bondholders, 


more $10,000 and up incomes, more two car 
owners, more families with children, more 
home owners, more customers for quality 
merchandise and volume! 


In the nation’s largest and richest market, 


The News with more than 4,780,000 readers 
daily reaches more of the wealthy and higher 


incomed—gives most sales in every bracket, 


consumer purchases, are 


The News, New York’s Picture Newspaper . . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America 3 <2 


including the upper! Ask the nearest News 
office for all the facts. 


“Concentration in basic media is 
still the key to effective, economi- 
cal industrial advertising. Adver- 
tising momentum is still a valuable 
thing. If it is once lost through in- 
frequent or long-interval, or stag- 
gered advertising, it can cost an 
advertiser many times over the 
expense of constant advertising to 
regain it.” 


s Commenting on some of the 
problems of a media buyer in an 
agency, Mr. Wilt admitted, “It is 
quite a problem for a buyer to ac- 
icumulate and maintain up-to-date 
|statistics covering publications in 
all market classifications. 

“Whenever they can be separat- 
ed,” he said, “I route statistics that 
are pertinent to the over-all mar- 
ket to these files rather than to the 
publication data files. I also fre- 
quently refer to Industriai Mar- 
keting’s Annual Market Data Book 
for statistics. Also, on occasion 
publishers are helpful in supplying 
useful specialized market data. 

“In media evaluation,” Mr. Wilt 
said, “it is important to know what 
the competition is doing. There is 
no service for business publica- 
tions directly comparable to Pub- 
lishers Information Bureau or Me- 
dia Records in the consumer field. 
Brad-Vern doesn’t provide com- 
petitive figures by products, and 
McGraw-Hill limits its checking to 
fields that are served by one or 
more of its publications.” 


= On the subject of publishers’ 
salesmen, Mr. Wilt noted that they 
can be “invaluable sources of in- 
formation for a media buyer and 
for advertisers.” But he said he 
wished more salesmen would rec- 
ognize that “statistics lacking in- 
terpretation can be mighty cold 
and often downright useless. 

“This leads me back again,” he 
said, “to the new NIAA Media 
Data Form, which reports statistics 
on all basic subjects on which buy- 
ers need information. But these 
statistics are literally crying for in- 
terpretation. 

“I wish salesmen would recog- 
nize this need for interpretation 
and use the facts in the Media 
Data Form as the nucleus of all 
their presentations to buyers. 

“If we could develop that kind 
of teamwork between salesman 
and buyer, there would be few 
publishers that wouldn’t adopt the 
new Media Data Form. Then buy- 
ers of space would be able to do a 
better job of media evaluation.” # 


BOCA RATON 


ies 


is your favorite 
country club 


your favorite 
golf course 


your favorite 
restaurant 
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your favorite 
fishing grounds 
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—all rolled into one ! 
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HOTEL AND CLUB 
BOCA RATON, FLORIDA 
Stvort L. Moore, President 
Robert B. Leggett, Manager 
Brochure on request 
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spot to play 
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§Classified directory omitted, effective Sept. 22, 1956. tFive issues in November 1957; four issues in November 1956. {Three 
issues in November 1957; two issues in November 1956. 


Pages ~ Lines ~ 
Dec. Jan.-Dec. Jan.-Dec. Dee. Dec. Jan.-Dec.  Jan.-Dee. 
1957 1956 1957 1956 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine ......... —_—_ — 677.1 595.6 427,864 376.419 
Everywoman’s Magazine ...... 17.9 26.4 255.5 405.9 7,680 11,338 109,648 174,176 
Family Clvele ............... 32.1 38.0 530.2 660.8 13,771 16,302 227,457 283 483 
Good Housekeeping ......... 96.1 101.0 1,490.5 1,515.7 41,247 43,355 639,428 650,256 
Ladies’ Home Journal ........ 84.9 99.1 1,237.4 1,249.4 57,738 67,388 841,409 849,616 
eee nes eee 62.0 64.3 1,009.6 923.4 42,186 43,700 686,543 627,945 
§Modern Bride ............ — << 574.2 526.3 362,294 331,621 
+Parents’ Magazine ....... 64.6 60.1 808.3 721.4 27,785 25,896 348,177 310,634 
Se 67.4 79.3 1,347.5 1,401.8 45,848 53,947 916,316 953,190 
Western Family ............ 10.8 15.8 235.9 252.7 4.612 6,776 101,185 118,700 
Woman's Day .............. 25.7 33.8 433.5 5665 6 11,037 14,490 185,987 243,079 
The Workbasket ............ 24.3 22.3 461.2 409.6 4,668 4,373 90,403 80,284 
ae 508.0 540.1 9,000.9 9,229.2 256.572 287,565 4,936,711 4,999,403 
§Published quarterly in January, April, July and October. tIncludes Shopping Scout Section linage. 
Monthlies 
American Artist ............ 26.3 26.8 306.4 302.9 11,051 11.247 128,562 127,186 
American Forests ........... 12.9 12.8 219.7 207.3 5,418 5,124 92.288 86,828 
American Legion ........... 15.3 178 181.8 231.0 6.443 7.496 76.338 97,035 
ES PEK css kis bees 69.9 66.1 751.3 734.4 20,543 19,440 220.793 215,795 
| ore 19.4 16.8 247.7 231.2 8,355 7.249 106,259 99,197 
a han ah oh be 066d 59.1 48.2 475.8 408.2 24,850 20.243 199.864 171,461 
Christian Herald ........... 41.3 34.8 511.4 471.3 17,719 14,933 219.442 202,217 
cs ticket ased ber 5.9 3.3 94.7 84,3 2,500 1,396 39.809 35.408 
SEL shen ies veellas 63s s 56.0 29.0 466.0 317.0 10,080 5,220 83.880 57.060 
Cosmopolitan ..............- 18.0 11.2 287.5 244.6 7,721 4.819 123.355 104,940 
Eagle Magazine ............ 9.6 5.3 94.9 96.6 4,049 2,229 39,844 40.565 
a an ae obs 76.4 85.1 803.1 778.4 52,010 57,861 546.694 529,332 
Elks Magazine ............. 15.1 41 175.9 183.2 6,494 6,072 75,531 78 665 
oso ty esecu'ss nd 151.2 179.4 863.7 895.5 102,656 121,906 586.672 608,282 
I ass. diwd son che? 22.6 20.2 221.0 223.6 15,591 13.916 152,079 153,897 
8 ESE 56.7 48.7 404.2 367.7 24,323 20,884 173,386 157,733 
Grade Teacher ............. 24.0 17.6 393.2 348.5 10,572 7,756 173,398 153,684 
Harper's Magazine .......... 40.4 48.3 405.3 420.5 16,987 20.274 170,247 176,608 
High Fidelity .............. 98.0 98.1 971.2 917.6 41,160 41,202 407,904 385,392 
eth seks sseaseds 155.0 127.1 1,133.6 970.7 105,423 86,435 770.819 660.086 
Improvement Era ........... 31.7 27.3 322.3 333.4 13,319 11,452 135,354 140,036 
eed oc ccueses se 18.4 20.6 348.2 259.5 12,615 14,124 238,198 177,518 
Motor Boating ............. 84.8 89.3 1,504.4 1,460.9 49,833 52.479 884,241 859.009 
National Geographic ........ 34.3 36.8 514.5 493.4 8,151 8,746 122,451 117,424 
RE Rf 16.1 15.9 144.5 56.8 6,757 6,713 60,715 23,833 
Popular Photography ........ 117.4 108.9 1,039.5 1,004.4 49,308 45,738 436,590 421,848 
eStGne bade adeee 37.9 39.8 289.3 291.1 16,265 17,069 124,125 124,913 
Reader's Digest ............ 50.0 39.0 558.0 402.0 9,100 7,098 101,556 73,164 
te an cethendiva Oh 15.8 13.3 157.0 110.1 6,801 5,701 67,415 47,238 
ET a aaa s baie dgae's 26.6 24.3 367.8 309.6 11,414 10,417 157,798 132,825 
9 Piura le aks 5.8 7.7 107.0 95.0 2,414 3,235 45,039 39,976 
EERE Ae —_— — 78.7 72.6 33,787 45.524 
SE na taks sheceuss 70 12.0 117.0 — 2,906 4,757 46,024 
Town & Country ............ 80.4 76.2 812.0 829.5 50,847 48,191 513,101 524,240 
bol Ciccccun bate 34.2 34.4 378.2 343.8 14,666 14,739 162,253 147,500 
he haa rae 79.8 79.4 1,300.7 1,282.6 46.893 46,687 764,782 754,408 
Fe a ere 1613.3 1535.6 17,0475 15,7792 "795,234 772,848 “$280,593 7.770.827 
§Published bi-monthly; figures shown are for bined N ber-D ber issue. tFormerly Christian Advocate (weekly); 
changed to Together (monthly) in October 1956. Changed from a 414-line page to a 429-line page in May 1957. 
Home 
American Home ............ 43.5 55.8 758.8 914.6 27,486 35,276 479,566 578,015 
Better Homes & Gardens .... 76.0 102.0 1,456.0 1,651.0 48,583 64,441 920,408 1,043,476 
Flower Grower ............. 23.9 24.0 523.6 550.3 10,048 10,082 218,097 229,148 
House & Garden ............ 67.4 67.1 949.0 1,012.2 42,603 42,423 599,822 639,735 
House Beautiful ............ 105.4 109.4 1,336.9 1,411.1 66,615 69,149 844,920 891,900 
Oe eae 21.3 21.2 390.4 472.2 9,492 9,105 178,238 202,554 
Living for Young Homemakers 48.1 43.7 868.3 917.0 30,427 27,622 548,791 579,603 
Popular Gardening ......... 23.5 22.8 487.1 474.2 9,881 9,582 204,599 199,179 
Sunset Magazine ............ 9.5 1385 1,471.0 1,727.6 40,527 58,155 622,055 726,373 
MEE, pavcvsseseces 505.6 S845 82811 91302 285.662 325.835 4616496 5,089,983 
Fashion 
Sethe 56.5 63.0 1,109.4 1,181.7 24,243 27,027 475,989 $06,925 
SR UE Ns aveckesss’’ 50.2 49.7 1,086.3 1,119.9 21,569 21,361 466,031 480,477 
Harper's Bazaar ............ 90.0 81.7 1,205.6 1,235.8 56,928 51,736 761,956 781,080 
Mademoiselle ........... 45.8 59.3 1117.1 1,232.0 19.654 25,457 479,190 528,710 
ga 108.6 1129 1,851.2 1,798.2 68,658 71,380 1,169,979 1,136,474 
Total Group Sil 366 64236 65676 191,052 206961 3.353.145 3,433,666 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ...... 19.5 22.6 367.3 360.7 8,372 9,688 157,571 5 
. . Modern Screen ........... 16.8 26.1 301.3 356.7 7,208 11,196 129,269 153,016 
Screen Stories ........... 10.6 178 234.2 275.6 4,541 7,641 100,530 118, 
Fawcett Women's Group 
Motion Picture ........... la 15.6 202.9 197.4 4,761 6.674 87,062 
i True Confessions .......... 16.5 14.7 296.8 257.6 7,063 6,294 127,323 110,497 
Hiliman Romance Group ..... 0.6 11 19.3 21.3 276 457 8,464 9,327 
Hillman Women’s Group ..... 20.6 19.7 249.4 213.3 8,876 8,476 107,231 91,697 | 
Ideal Women's Group: 
Intimate Story ........... 14.7 12.4 197.7 195.2 6,325 5,334 84,766 83,753 
SR ae 18.3 17.1 253.3 224.6 7,865 7,339 108,636 96,380 
Movie Star Parade ........ 18.2 17.3 250.7 224.8 7,809 7,425 107,591 96.470 
Personal Romances . 144 12.4 196.5 194.2 6.160 5,320 84,332 83,273 
ft Teer “41 12.1 194.2 171.0 6,043 5,203 83,354 73,378 
*Silver Screen ........ 15.1 148 86.3 76.5 6,461 6,362 37,052 32,821 
Secrets Romance Group: 
Revealing Romances ..... 15.0 16.0 212.4 197.8 6.462 6.873 91,145 84,883 


— Pages . Lines ‘ 
Nov. Nov. dan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies (November) 
Commonweal ............... 168 170 1874 ~»8 167.5 7,056 7.140 78,708 70,350 | 
ED euatbses eas sree 113.5 87.6 822.3 869.0 48,691 37.607 352.774 372.788 
Down Beat ............ ; 49.7 421 4673 415.4 20874 17.696 196,252 174.538 
SSS She 30.4 362 281.6 325.7 30.403 36,217 281,614 325,725 
oe 399.0 483.7 3,903.6 4,303.8 271,320 328.946 2,654,447 2,926,578 
ae a ean 160.4 170.1 1,605.7 1.4767 109.058 115.634 1,091,883 1,004,170 
OS te (cee 330.9 315.9 3,096.7 2,997.2 138.978 132,678 1,300,614 1,258,824 
fWew Yorker ...........005 814.6 649.6 4550.8 4,393.2 349.469  278.666- 1.952.274 1.884.691 
+Presbyterian Life ........ 179 193 1179 148.4 7,521 8.098 49.123 62.347 
The Reporter .............. 125 180 1379 169.2 5.230 7.560 57,938 71,041 
Saturday Evening Post .... 387.9 341.7 3,134.2 3,256.8 263,796 232.345 2.131.258 2,214,617 
*Saturday Review .......... 1145 109.1 863.7 789.7 48.069 45.822 363.434 331,674 
Sporting News ............. 441 178 3558 2843 47,878 19,294 386,048 308,491 
Sports Ilustrated .......... 189.1 1436 1,543.9 1,071.8 81.105 61.606 662.099 481,326 
Doss. sc canccc coast 350.8 333.3 3,114.0 3,206.0 147,340 140,027 1,307,951 1,346,541 
SP sds 8 dyke ce 71.3 494 5383 394.1 12,982 8.986 97,986 71,726 
U. S. News & World Report .. 304.5 361.8 2,892.9 2,981.6 127,902 151,985 1.215.032 1,252,265 
ee eee Fao7d F962 27.6140 27,2504 1,717,672 1,630,307 14,179,435 14,157,692 


Advertising Age, December 16, 1957 


December Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages —“ - Lines -_ 
Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. dJan.-Dec. dan.-Dec. 

1957 1956 1957 1956 1957 1956 1957 1956 
Secrets .............. 15.1 16.3 215.1 203.6 6,501 6,996 92,276 87,364 
tConfidential Confessions . 15.2 16.3 108.8 101.7 6,503 6,922 46,687 43,618 

True Story Women's Group: 

Photopiay ......... _ 198 34.7 446.7 495.2 8,473 14,887 191,612 212,452 
True Experience .... 1L9 12.9 193.7 280.6 5,123 5.511 83,080 120 336 
True Love Stories ........ 11.6 12.9 192.4 276.9 4.964 5,525 82,556 118,807 
True Romance ...... 11.3 13.2 189.9 279.2 4,828 5.651 82,482 119,756 
True Story eeeeees ; , 40.1 54.0 754.5 736.6 17,182 23,172 323,657 315,993 
TV-Radio Mirror . ; 10.0 12.0 163.2 264.7 4,291 5,159 70,019 113,535 
. .” ee 3405 3920 53266 56052 146,087 68,105 2.285695 2,405,126 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. +Published bi-monthly; alternates with 
Screenland. {Published bi-monthly; alternates with Daring Romances. 


SBusiness (December) 


tDun’s Review & Modern Industry 68.7 62.3 970.8 983.4 28,866 26,149 407,668 413.041 
Fortune wate eeenseeetencees 195.5 178.0 2,243.5 2,033.5 123,556 111,864 1,417,892 1,285,172 
Nation’s Business .......... 37.1 31.2 635.3 542.8 15,925 13,426 272,956 233,317 

.. | eer ere 301.3 2715 3,849.6 3,559.7 168,347 151,439 2,098,516 1,931,530 


§Because current month linage figures for several publications are not yet available, this group is broken into a December 
section and a November section. tChanged from a 616-line page to a 420-line page in November 1956. 


— Pages “~ + Lines ~ 
Nov. Nov. dJan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov 
1957. 1956 1957 1956 1957 1956 1957 1956 

Business (November) 
Barron's ...... GAN tis 75.3 63.7 846.3 831.2 49,418 41,779 555,196 545,260 
+Business Week ............ 597.7 519.4 5,662.0 5,396.1 251,021 218,156 2,378,019 2,266,358 
Financial World ....... phe 429 441 662.4 614.0 18,009 18,529 278,219 257,894 
NE Dre h os ae ety cs 92.2 718 765.0 671.7 38,723 30,157 321,194 282,080 
Total Group ............. 80BI 699.0 79357 T5130 357,171 308.621 3532628 3,351,592 


tFive issues in November 1957; four issues in November 1956. 


Magazine Linage Trend _ -isures in thousands 


__'- WEEKLIES GENERAL 
1957 1957 
NOV.| 1,718 |} ‘“§ | BEe.| 795 
ocr.| 1,494 | NOV.| 862 } 
1956 1956 
we iaRieeneemannee= e773 


‘WOMEN’S BUSINESS 
1957 1957 


DEC. nov.[ 357 _ | 
nov 377 


HOME 
1957 


pec [704 
novs22 — ] 


1956 1956 
DEC. masts) DEC. KPse 
—— Pages —— + Lines — 
Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. dan.-Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 
Youth 
American Girl 18.7 12.0 337.7 303.1 8,037 5,163 144,859 130,045 
Boys’ Life . 3 31.4 30.2 340.1 343.2 21,320 20,523 232,192 233,382 
Child Life ........ 0.5 4. 16.4 27.1 220 1,766 7,039 11,626 
Scholastic Magazines 23.5 35.3 381.8 379.8 9,845 14,823 160,399 159,563 
Scholastic Roto ... 7100 44 62.0 54.2 6,245 3,893 54,388 45,338 
Total Group ..... Biz 4«48%0 Li3O Tid 1667 46.168 598.876 579,954 
Mechanics & Science 
Mechanix Illustrated ........ 72.0 61.0 826.9 806.0 16,121 13,657 185,233 180. 
Popular Electronics ....... 73.0 59.3 749.6 580.7 16,354 13,283 167,913 isan 
Popular Mechanics .. s 104.1 113.4 1,405.3 1,666.0 23,318 25,402 314,792 350,776 
Popular Science .. Se SRS ASS | Lee 23,027 24,013 293,374 330,494 
tScience & Mechanics ........ —_— — 522.4 550.9 117,029 123,408 
Total Group ............ 3519 3409 48135 50790 ~78820 76,355 1,078,341 1,115,205 
tFigures shown are for combined November-December issue. 
Outdoor & Sport 
American Rifleman ......... 56.1 48.6 648.6 688.9 24,077 20,856 278,249 295,538 
Field & Stream.............. 63.4 63.3 860.9 859.5 27,184 27,133 369,342 368,729 
Fur-Fish-Game ............. 186 208 231.3 229.1 7,982 8,907 99,179 98,304 
SE ED 312 32.3 326.6 355.4 13,385 13,857 140,112 152,467 
Outdoor Life ......... 536 495 844.1 853.2 23,007 21,252 362,118 366,041 
Sports Afield ..... wry 466 426 722.4 720.3 19,999 18,292 309,890 309,019 
Total Group .............. 2695 271 36339 37064 115634 110,297 1.558.800 1.590.008 
Detective & Fictio 
Cavalier ........ aids. « 1130 «126 146.4 158.2 4,851 5,408 62,825 67,851 
Dell Men's Group ........ 12.3 10.0 119.3 140.6 5,281 4,301 51,174 60,279 
Thrilling Fiction Group 11.3 6.0 109.3 75.8 2,520 1,333 24,504 17,105 
Total Group MS Be 375.0 ; 17625 Tids2 38503 145.235 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers.) 


The American Weekly ........ 54.2 32.2 728.6 647.2 46.067 27,413 619,273 550,157 
he, ROSS 39.8 29.4 551.8 363.8 33,866 24,997 469,090 309,216 
BPMN cc cccwecnedvessces 70.3 61.6 757.3 717.9 59,750 52,358 643,713 610,204 
This Week Magazine ........ 80.2 68.5 1,024.9 979.1 68,157 58,230 871,119 832,213 


Total Greup ............. 1742 01 23053 950i 148 090 10640 1959482 Leolsec 
a in totals; figures shown are for November issues, as December linage was not available as this issue 
press. 


Pages r Lines 
Nov. Nov. Jar.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspapers Sections (Il) (November) 
(All other newspaper sections and comirs) 
| #Chicago Tribune Magazine .. 1562 175.4 1,542.2 1,443.8 132,765 149,058 1,310,908 1,227,261 
| First 3 Markets Group ....... 515 51.2 514.6 534.3 43,775 43,478 437,368 454,155 
New York Times Magazine .... 270.9 249.4 2,626.4 2,559.8 230,296 211,949 2,232,479 2,175,825 
Total Group .......... ... S24 MOE FIO FOS WAL BSA 769847 7625.9K0 


Not included in totals. c 
(Continued on Page 72) 
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CLOSE-UP 


Kiplinger’s ““Changing Times” wanted advertising 
concentration in Chicago and Southern California in 
November. They found it in TV GUIDE! Here was the 
only magazine of national standing that could reach 
the selected markets without wasted circulation. 

If you need strong national advertising, or advertising 
concentration within well-defined areas, look to 

TV GUIDE. It offers 7-day exposure in any or all 

of 50 regional editions. Most marketing programs have 
regional advertising problems. TV GUIDE can 


help you solve yours. 


Today’s most flexible magazine 
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Advertising Age, December 16, 1957 


a a Pages —_ a ‘ ae | 
Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. dan.-Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 

Re ek an as vane 94.0 820 8710 976.0 17,484 15,252 162,006 181,536 

Comics Magazines Csi cacescnas 805 925 8765 9725 14651 16,835 159,523 176,995 

American Comics Group ...... a non dee)— - |) e” ~~ ~ ORRRRRRRRREET 53.0 523 5610 5025 9,010 8883 95370 65,425 

+Archie Comic Group ........ — — 43.3 35.6 — 16,360 602 Dutch ip hentai 410 poral 112.0 — 7,462 20,384 

National Comics Group: Sect dsbesycbioseee 20.0 240 203.0 245.0 3,720 4,464 37,758 45,570 
Red Unit ...... teveeecees  m~ s&s eos 22 2 RT = TR thant ..........000000- 137.0 1440 12175 6885 23975 25.200 213,062 120,487 
a I RE 6.0 7.3 73.1 80.6 2,268 2,740 27,792 30,364 emramaoessnerenesess 10 2600 28802875 5.425 4550 49.875 50.312 
Total Group .............: oS Ail Bio “223 7,749 7,937 «= W06,40L = 106,650 | «German .....-.--- 2s eee 1120 96.0 1,092.0 1,175.0 20,384 17,472 198,744 213,850 

{Published bi-monthly; figures shown are for combined Nov.-Dec. issue. German Swiss ............ 325 28.0 326.0 3265 5,915 5,096 59,332 59,423 

ad es cd on 105.0 1010 8685 7015 19,110 18,382 158,067 127,673 

Canadian National Weekend Newspapers (Rotogravure Linage) de Se Gani cg 82.0 $10 6820 539.0 14924 14,742 124,124 98,098 

7.543 1.59 ETA Cae cele 92.0 1120 1,015.0 9710 15,824 19,264 174,580 167,012 

SS ere 57.4 60.1 757.5 821.6 57,385 60,143 757, 821,597 —. as aan oes Hy~4 a pg ane 

tla Presse ........ 40.7 52.0 698.0 740.0 40,740 52,061 697,970 739,852 SOPAMEEE eee eee eeeeees . 7 ' ’ ’ ’ , 

; 450 850957 789.738 Te oasis Sais» 75.5 80.0 6325 753.0 13,741 14,560 115,115 137,046 

{Star Weekly 117.0 9908 #9741 £8305 102491 # 79, ; = a one 75.8 rinr4 — 157006 

tWeekend Magazine ......... 66.7 93.6 12109 1,190.3 65,013 91,282 1,180,682 1,160,600 pay 4 + aed teeeeeees =: =e =e oe Saas 4 —=-4 a 
Total Group .....+-.-. +++. iB BES FEMS F5824 265,629 282,936 3,487,152 S578? | Norwegian ............... 435 505 466.0 5035 7,395 8585 79,220 85,595 

+Four issues in December 1957; five issues in December 1956. {Five issues in November 1957; four issues in November geen 95.0 115.5 939.5 1,087.0 16,625 20.212 164,412 190,225 

1956. Figures shown are for November issues; changed from a 950-line page to an 875-line page in November 1956. | south african ............ 94.0 108.0 1,030.5 1,169.0 16826 19,332 184,460 209,251 

Southern Hemisphere ...... 36.0 46.0 3900 470.5 6,552 8,372 70,980 85,631 

Canadian SR eachs 0 03 vce 53.0 55.5 455.0 553.5 9,858 10,323 84,630 102,951 

Canadian Home Journal ...... 33.0 28.9 416.2 456.3 22,466 19,677 283,000 310,249 .  SePrPRerrtyy TOF 18023 168847 16,5340 325,895 319,445 “2,567,625 2,980,779 

Canadian Homes & Gardens .. 45.2 38.6 521.0 553.8 30,752 26,225 354,250 376,565 | §Because current month linage figures for several publications are not yet available this group is broken into a December 

Chatelaine 2... cece ee ennee 30.2 40.8 484.1 524.5 20,567 27,736 329,176 356,636 | section and a November section. 7{Not included in totals; cumulative totals are for June through December in 1956. 

DED cent $0 6b se00000 esse 51.8 46.0 388.7 399.0 22,222 20,714 186,752 192,304 | tCommenced publication with the October 1957 issue. {Cumulative totals shown for 1956 are for the six months; Paris 

aL vec gieyacoaser 82.2 885 1,121.7 11428 55,895 60,191 762,748 777,094 | and Provincial editions merged in June 1956 to become the French edition. *1957 pages amd lines for Military Overseas 

RRS 59.5 48.7 463.9 507.0 40,471 33,290 315,425 344,727 | edition do not include 78 pages of advertising in the Japanese troop edition, which was replaced by the Military Overseas 

Revue Moderne ..........--- 25.3 231 281.7 2828 17,230 15,734 191,574 192,307 | edition in March 1957. 

Revue Populaire ............ 17.0 22.0 229.7 3058 11,861 , 160, 214,093 

Reader's Digest: o Pages — / Lines a 
English Edition ........... 109.0 81:3 1,032.0 1,013.3 19,838 14,787 187,824 184,411 Nov. Nov. —Jan.-Nov. Jan.-Nov. —_—Nov. Nov. Jan.-Nov.  Jan.-Nov 
French Edition ........... 1065 93.0 1,0458 10808 19,383 16,926 190,327 196,696 1957 1956 1957 1957 1956 1957 1 

RE Weta Sc saneeees 26.0 325 324.6 4536 as..66 22,738 227.257 303,531 

turday Night .......... ', 39.1 46.5 309.8 436. . 290 183,768 

aioe ............ 230.0 2561 18824 23165 96,600 107,555 790,580 972,895 a oe 
Total Group ............. S657 HSA 63094 6899.7 = 278849 = 273,574 3.189.090 S.A4BGIS | “English Edition .......... 100.0 826 S112 806.0 68.000 56,270 551,650 548,080 

tEleven issues in December 1957; twelve issues in December 1956. {Four issues in December 1957; five issues in Spanish Edition .......... 85.6 79.1 736.2 739.2 58,310 53,805 500,650 502.690 

December 1956. #{Not included in totals; figures shown are for November issues as December linage was not available Newsweek: , ‘ 

as this issue went to press. {Pacific Edition .....,... , 75.8 792 7515 5891 32,850 33,250 315,630 247,415 

European Edition ......... 76.1 721 £7199 648.0 31,955 30,275 302,365 272,160 

‘Foreign (December) CIN Gr Fic tin bea votees ue 64.7 67.3 518.7 673.8 27,190 28,280 217,840 283,010 

Popular Mechanics: Time International: 

Mecanica Popular (Spanish) 29.9 26.5 336.9 293.0 6,702 5,955 75,467 65,652 Time-Atlantic we seeneeeees 133.1 115.1 1,235.7 1,093.2 56,895 48,335 518,945 459,130 

Mecanique Populaire (French) 39.2 34.7 331.0 295.7 8,792 7,784 74,144 66,251 Time-Latin American ...... 135.2 212 1,233.7 1,114.1 56,770 46,690 518,105 468,915 

ZPopulaer Mekanik (Danish) 12.0 15.0 a ms 4 ae aa 18,704 — A Se ee 103.5 94.1 973.3 952.0 43,435 39,865 408,765 399,840 
i 12.0 12.0 . . , , 5, 16,072 : 

—- {Visao (Portuguese Edition) 166.8 1385 1,379.8 1,157.0 70,075 58,170 579,530 485,940 
Arabic 32.0 360 412.0 587.5 5,248 5,904 67,568 96,350 Vision (Mexican Edition) ... 21.300 13.70 177.3 146.5 8,960 5,740 74,480 61,480 
Aveumion .. 85.0 79.5 662.0 648.0 15.470 14,469 120,484 117,936 Vision (Spanish Edition) ... 82.4 o 68.3 757.0 658.5 34,615 28,700 317,940 276,500 
Austrian 76.0 98.0 680.0 693.0 13,832 17,836 123,760 126,126 Total Group .............. T0445 ~ 921.2 “9.2943 “8577.4 ~ 488,055 ~ 429,380 ~£305,900 “4,005,160 
Australian 585 758 6128 787.5 10,647 13,787 111,521 $143,325 | Cumulative totals are for March through November in 1956. {Became a weekly with July 5, 1957 issue; five issues in 
ais aaa nd paisa 72.0 52.0 4920 5005 12,600 9,100 86,100 87,587 | November 1957 and two issues in November 1956. 


Kent Co. to Syracuse Agency 

Kent Co., Rome, N. Y., manufac- 
turer of plant maintenance equip- 
ment, has moved its advertising 
account from Moser & Cotins divi- 
sion of the Rumrill Co., Utica, N. Y., 
to Chapman-Nowak & Associates, 
Syracuse, N. Y. 


CKAC Appoints Weed & Co. 

Weed & Co., New York, has been 
named U.S. representative for 
CKAC, Montreal. This station is 
the oldest French radio outlet in 
North America; it is to operate on 
50,000 watts starting in mid-Jan- 
uary. 


Book Tells of Improving 

Business Communication 

“Better Business Communica- 
tion,” by Dennis Murphy (Mc- 
Graw-Hill Book Co., $5.95), 
brightens a discussion of the grow- 
ing complexity of business com- 
munications with a series of car- 
toon illustrations throughout the 
text, and Mr. Murphy leaves no 


Jet Spray Expands 

Jet Spray Corp., Boston, has es- 
tablished the Jet Spray of Canada 
Ltd, division in Toronto. The soft 
drink dispenser manufacturing 
company has named Pat Doyle, 
formerly field representative for 
Mission Orange and Coca-Cola in 
Toronto, general manager of the 
division. 


ARE YOU PLANNING A 
CONVENTION or EXHIBIT? 


For The Most Successful Event 
You've Ever Held 


ONLY IN WASHINGTON—can you command the attention 
of the world’s most influential and diversified audience 

... including government, military, industrial, trade, 
union, diplomatic groups . . . every dominant group. 
ONLY at D. C. ARMORY in Washington—can you reach all 
these important groups, all at one time, all under one roof. 


No other city offers the appeal and excitement of the Nation's 


Capital . . . or the ultra modern convention and exhibit facilities 

of the D. C. Armory 
LARGEST! 136,000 Square Feet Bh nn 
space on main level, 


60,000 additional Sq. Ft. on lower level. 


MOST COMPLETE! ay Sena 
Cater’ 


ing & Restaurant Service 
Drive-in Facilities - 1,500-Car Parking Area 


MOST CONVENIENT ! 10 Minutes from Capitol Hill 


Near Govt. Bidgs., Union Sta., 
Airport, Business, Hotels - Direct Public Transportation 


oe ee ee 
For FREE Colorful Brochure m % NATIONAL GUARD ARMORY 
~The Show Place of the Nation's Capital 


and further information, The 

g Write. wire or phone: hat Pee oe See as - 

' Arthur J. Bergman, 2001 East Capitol St., Washington 3, D. C. 
Miia Lincoln 7-9077 : 


stone of communication unturned, 


TvB Appoints Read 


A. Louis Read, vp of WDSU-TV, 
New Orleans, has been named 
chairman of the membership com- 
mittee of the Television Bureau of 
Advertising. He replaces Lawrence 
(Bud) Rogers II, president of 
WSAZ-TV, Huntington, W. Va., 
who moved up to chairman of the 
board of TvB. 


as illustrated by the titles of his 
chapters: “Logical Thinking,” 
“Creative Thinking,” “Doing,” 
“Observing,” “Talking,” “Making 
a Speech,” “Dictating,” ““Telephon- 
ing,” “Listening,” “Writing,” “Put- 
ting Words to Work,” “Managing 
Sentences,” “Letter Writing,” “Re- 
port Writing,” “Reading.” 


Nasburg Buys Station KEAR 

Radio station KEAR, San Fran- 
cisco, has been sold to Harry H. 
Nasburg, publisher of The Argo- 
naut, San Francisco, subject to the 
approval of the Federal Communi- | 
cations Commission. George Baker, | 


assistant to Mr. Nasburg, will co- 
ordinate the activities between the 
magazine and the station. Homer 
Griffith, who has been acting man- 
ager of KEAR, will become gen- 
eral manager. 


x * * 
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The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 
to over 43,000 men who control processes, 
methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
43,000 Professional Engineers with each issue. 


Society of Professsional 
4 2 nl 


4 
lebrati 


2029 K STREET, N.W. 


*Official Publication of the Noti 
Engineers. Membership requi 9 
Engineer. 


os ap 


WASHINGTON 6, D. C. 


Get full market and media information from: 


NEW YORK, N. Y. CHICAGO, ILL. BEVERLY HILLS, CALIF. 
Austin LeStrange Company, inc. LeStrange Company, inc. Houston & Walsh 

420 Lexington Avenue 185 North Wabash Avenue 111 N. Cienega Bivd. 
Murray Hill 5-3277 Dearborn 2-0248 Oleander 5-8 
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Advertising Age, December 16, 1957 


Grocers Like Wire 
Racks, Shelf Edgers, 
S. C. Johnson Finds 


New York, Dec. 10—The most 
popular displays in grocery stores 
are shelf edgers and metal, wire or 
cardboard display stands. Least 
used are decals, ad reprints, can 
toppers and mobiles. 

These were findings in a nation- 
al survey made by S. C. Johnson & 
Son, Racine, and reported yester- 
day at the first national workshop 
here of the Point-of-Purchase Ad- 
vertising Institute. The survey cov- 
ered 23,349 grocery stores. 

A vast majority of grocery stores 
—72%—like all-store promotions 
provided they are seasonal or the- 
matic or exciting, and providing 
the stores can tie the promotions in 
with the rest of their wares. 

The session also learned that Po- 
pai’s annual symposium and ex- 
hibit, to be held at the Sheraton- 
Astor here April 15-17, will be an 
exhibit only. Popai Yicials re- 
ported the change was aictated by 
the fact that members thought the 
symposium part of the program 
(including speeches and a mer- 
chandising forum) took customers 
and prospects away from display 
booths. 


= The annual meeting of the 
group, usually a part of the sympo- 
sium, will be a streamlined version | 
next year, and thereafter, it is| 
hoped, the annual meeting will be | 
held at a separate time. The next 
of the new national workshops is 
scheduled for the Palmer House in 
Chicago, March 14. # 


Steele Forms First 
Station Rep to Be 
Owned by Performer 


New York, Dec. 10—Tv artist 
Ted Steele has announced plans 
for the formation of what is ex- 
pected to be the first radio-tv sta- 
tion representative company ever 
set up by a performer. 

Mr. Steele, who is the featured 
daytime personality on WOR-TV, 
said his company will represent 
a small, select number of radio and 
tv stations. No stations have ac- 
tually been signed as yet, though 
the idea reportedly originated with 
some station men. 

The representative company will 
be headed by Leonard H. Leavitt, 
who is sales director for the Steele 
telecast. Offices will be located at 
510 Madison Ave. # 


Allan Wyman Joins 
French & Shields as A.E. 

Allan M. Wyman has joined 
French & Shields, St. Louis, as an 
account exec u- 
tive. For the past 
two years, he has 
been director of 
advertising and 
sales promotion 
of Magic Chef 
Inc., St. Louis. 

Before joining 
Magic Chef, Mr. 
Wyman was 
president of 
Smithson, Wy- Allan Wyman 
man & Withen- 
bury, Cincinnati agency. 


Marbach Joins Lonergan 

Robert C. Marbach, formerly 
sales promotion supervisor of Ser- 
vel Inc., has been named adver- 
tising and sales promotion man- 
ager of the Lonergan Coolerator 
division of McGraw-Edison Co., 
Albion, Mich. 


Stanley Judd Names Miller 

Richard K. Miller, formerly cus- 
tomer relations manager, has been 
appointed marketing manager of 
Stanley Judd, Wallingford, Conn., 
a division of Stanley Works. 


Frito Buys Licensee 
. Frito Co., Dallas, has acquired 
Make a Dat with Love... full ownership of Fritos Wisconsin Authoritative Free Book Discloses 


ne. * 
me Givision it the vasent pon Secrets of Nationwide Direct Selling Success 
ny. The Wisconsin company was 
organized in 1946 as an independ- || Modern nationwide Direct Selling is sales executives and agency ac- 
eat eae be big! Eight to nine billions’ yearly count men should know. Write for it 
\chips. In 1950, the parent company || Yolume big, and versatile, too. Few today on business letterhead; learn ‘ 
bought 51% of its stock and since products or services aren't suited why this powerful nationwide dis- 
then has operated it as an uncon- || to it, and a big-ticket price makes _ tribution force adds volume fast, 
solidated subsidiary. Frito esti-|| no difterence—today's Direct Sell. perils no part of present over-the- 
oe Sus Gee aoe ae ing Specialist can sell anything you counter retail sales, can be tested 
year, an increase of 45% over 1956. can sell him. What's the secret of virtually cost-free. Just pin, paste 
selling him? Send today for a free or staple this ad to your letterhead 
, Reed Roller Names Rives, Dyke || ‘©°PY of “The Truth About Modern and mail to: SPECIALTY SALESMAN, 
rriDay ‘om m RUARY 14 Reed Roller Bit Co., Houston,|| Direct Selling” and find out in The Magazine of modern Direct 
has appointed Rives, Dyke & Co., mere minutes of reading time. It's Selling; Room 812-12, 307 N. 
Lovety—This is the official 1958 eg ee "iaen howe most authoritative text on modern Michigan Ave., Chicago 1, Ill. 
poster endorsed by Official Valen- emphasis will be placed on a new direct Selling, filled with facts all 

tine’s Day Council. three-cone rock bit. 
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Cartoon idea contributed by Dick Bsan, McCann-Erickson, Inc., New York 


And there are two sides to the 
DELAWARE VALLEY 


Many a potential winner has fallen short of prize money because 
he turned his back on the competition. If you're an advertiser, 
aq eS and if you're shooting for the rich green(s) in Delaware Valley 
TRENTON U.S.A., take a tip from top space-buyers— make sure you're 
covering both sides of the valley, not just one. 


The booming Camden-Trenton area east of the Delaware is a 
local market, sold on—and in—local newspapers. The folks in 
this industrious community are ad-conscious and eager to be 
sold, and their buying decisions are strongly shaped by home 
media. 85% of them are sold in the pages of two “local” 
papers, the TRENTON TIMES and the CAMDEN COURIER-POST. 
National advertisers —no slouches at golf—are shooting con- 
sistently in the low 80's. By which we mean 83 of the top 100 
appear in our pages regularly. 


CAMDEN COURIER-POST 


Established 1875 


It pays fo cross TRENTON TIMES 


the Delaware 
Established 1883 


Represented nationally by GEORGE A. McDEVITT CO., Incorporated » New York ° Chicego + Philadelphia ® Detroit ® Les Ang-'- 
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Merchandising Tips: Weiss 


Woolf Offers Rule for Headline Writing 
Automation Invades the Office 


Now Comes Actinic Printing 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING ; 


Falstaff Ad Head Reviews Thinking Behind Regional 
Brewer's Climb to Third Place in U.S. Sales 


The brewing industry has been in a 
static over-all sales position for the past 
12 years—or since World War Il—a 
period during which most other indus- 
tries have experienced tremendous sales 
gains. 

In 1956, 84,771,124 barrels of beer were 
produced and sold to the American public. 
This represents a 1% decrease in con- 
sumption from the peak consumption year 
of 1953. 1957 could set a new, but not a 
significant, record for the industry. The 
predictions are that the industry will 
wind up with a total consumption of 85,- 
400,000 barrels, which would be less than 
a 1% increase over 1956. 


s But the long-range outlook for the 
brewing industry is bright. The static 
sales condition described above has been 
the result of little, if any, increase in the 
adult beer-consuming portion of the pop- 
ulation...Of interest to us in the brew- 
ing industry are the people in the 20-49 
age group. These are the people who con- 
sume the beer. There are indications that 
the market for beer will increase, but 
slowly, during the next ten years. The 
“golden era,” when the post-World War 
II baby boom attains 20 years of age, 
will not arrive until some time after 1965. 
At that time we should be seeing a 100,- 
000,000 barrel market for the industry. 

I have been talking about beer sales. 
If we look at brewery production capa- 
city, we see a different picture. It is es- 
timated that during 1956 the industry had 
a brewing capacity in excess of 140,000,- 
000 barrels. This means that we are sell- 
ing at 60% of capacity, and this should 
demonstrate that the brewing business 
is highly competitive, which makes the 
climate good for advertising. 


s In 1956 the top 25 breweries accounted 
for about two-thirds of total sales. If the 
present trend continues, these 25 will be 
doing over 90% of the total beer business 
in 1965. As must be obvious, the small 
brewers are experiencing an alarming 
death rate. 

The industry has experienced a com- 
plete shift from draught beer to packaged 
beer, with non-returnable containers be- 
coming more of a factor each year. Today 
draught beer accounts for about 21% of 
the total beer production, and it’s de- 
clining more each year, with can and one- 
way bottle packages taking its place. 

A recent survey by American Can re- 
veals that over 70% of the beer is being 
purchased in grocery or package stores 
today. This, of course, is a national aver- 
age figure and does not hold true in all 
states. There are some states in which 
the grocery store is a minor factor, due 
to high license cost or other reasons. 


Falstaff Markets Regionally 

Falstaff operates eight plants and sells 
in all or portions of 25 states, mostly in 
middle America, through some 450 dis- 
tributors. In our plant cities we have 
our own distributing organizations. 


At a meeting of the Tenth District, Advertising Federation of Amer- 
ica in El Paso in October, Alvin F. Griesedieck Jr., advertising direc- 
tor, Falstaff Brewing Co., reviewed the history of the beer business 
and his company’s rise to third place, with almost one-fifth of total 
beer sales in the states in which it operates. Most of his discussion 
of beer marketing and advertising is detailed here. . 


This marketing area represents half of 
the total number of states, and most of 
the low per capita consumption states. Of 
equal significance, it represents only 35% 
of the population of the United States. 

Yet in this area, in 1957, Falstaff will 
sell well in excess of 4,000,000 barrels, 
which will be approximately 18% of the 
beer sold in the area. 

This compares well with the industry 
leaders, of whom there will be only two 
with larger total sales in 1957. Each of 
them will sell in the total country some- 
what less than 6,000,000 barrels in 1957 
—which will represent about a 7% pene- 
tration of their marketing area. 

I cite this comparison to point out the 
degree of penetration that Falstaff has 
achieved in its marketing area. 


® Falstaff’s growth and history have been 
phenomenal, and there are specific rea- 
sons for it, many of which marketing can 
lay no claim to. I would like to mention 
three major ones. 

Falstaff was the first brewery to pio- 
neer multiple plant operations. With the 
acquisition of a second brewery in St. 
Louis in 1933, soon after repeal, we ex- 
ploded the myth (believed religiously by 
brewmasters until then) that identical 
beers could not be brewed, and sold un- 
der the same label, in separate plants. 

Falstaff has always sold only one prod- 
uct—Falstaff—at a popular price. This 
philosophy has enabled us to get the 
most mileage out of our advertising by 
using it continuously over the years to 
promote one name and one trademark. 

Falstaff has always dedicated itself to 
producing the finest quality product pos- 
sible, using the best ingredients avail- 
able. : 


e Here are the ingredients that I be- 
lieve have made our advertising success- 
ful. 


e 1, Over-all marketing department con- 
cept. 


Falstaff is in step with the most mod- 
ern concepts of corporate organization, 
with a streamlined marketing depart- 
ment headed by a vp in charge of mar- 
keting. Under his supervision—and on an 
equal basis—are all the departments that 
have a direct connection with the ulti- 
mate sale. This results in a close liaison 
and friendly working relationship be- 
tween them. 

A primary responsibility of the director 
of marketing is to attain close coordina- 
tion between sales and advertising—not 
only at headquarters—but down to the 
local level. Falstaff believes it is impor- 


tant to maintain clear two-way chan- 
nels of communications between sales and 
advertising—first, because advertising 
needs to be in intimate touch with the 
local sales and competitive problems, and 
secondly, because the sales people need 
all the advertising and sales prcmotion 
support they can get. 

But at the same time the sales depart- 
ment is not permitted to dominate the 
advertising planning and strategy. The 
salesman’s viewpoint on advertising is 
too much swayed by the nature of his 
job to produce sales on a day-to-day 
basis. The kind of advertising urged by 
salesmen may not be the kind that will 
build long-range brand position. 

Falstaff’s philosophy is, therefore, to 
try to get as completely as possible a 
sounding of field sales opinion—but no 
to be unduly influenced by it—and cer- 
tainly not to be dominated by it. 


e 2. Organizatiion of advertising depart- 
ment. 

Falstaff has a unique type of adver- 
tising organization. There is an adver- 
tising director (that’s me), an assistant 
advertising director, and four key super- 
visory positions as follows: point of sale 
manager; field division manager; adver- 
tising records supervisor; and distributor 
advertising manager. 

The unique feature of this plan of or- 
ganization is a staff of division adver- 
tising managers, located in the company’s 
eight geographic divisions. Each of these 
division advertising managers has a staff 
of two or three advertising field repre- 
sentatives. Thus, Falstaff has a complete 
“advertising field force” which parallels 
in depth and geographic dispersion the 
field sales supervisory staff of many 
corporations. 


= The division advertising manager is 
the eyes and ears of the advertising de- 
partment. He lives on a day-to-day basis 
with the division sales manager—and is 
at the same organization echelon. 

In addition to being in day-to-day 
touch with the sales manager and ter- 
ritory salesmen and the advertising field 
representatives on his staff, he makes on- 
the-spot checks of media, including tele- 
vision, radio, newspapers and outdoor. He 
makes recommendations to the headquar- 
ters advertising group and to the adver- 
tising agency on media selection, media 
effectiveness, the effectiveness of various 
campaigns and copy themes in his divi- 
sion; and he has a voice and a certain 
amount of latitude in the selection of 
sales promotion materials which he be- 
lieves are particularly adaptable to the 


conditions in his division. Each division 
has a point of sale promotion budget, and 
the division advertising manager plans 
how that budget will be spent to get the 
greatest advertising impact in his divi- 
sion. The work of the eight division ad- 
vertising managers is coordinated through 
the field division manager. 


e 3. Advertising-agency relations. 

Falstaff enjoys a close working rela- 
tionship with its advertising agency, and 
has had the same agency for 19 years. 
Our agency is Dancer-Fitzgerald-Sample 
Inc., whose headquarters are in New York. 
There are two major rules we live by: 

First, our agency personnel must spend 
a considerable percentage of time in the 
field. This is especially important, as we 
are a regional advertiser and must com- 
pete with other regional advertisers for 
good time periods on an individual mar- 
ket basis. 

Second, Falstaff has always believed in 
bringing in the agency on all of the com- 
pany plans. They attend all marketing 
and planning meetings and have complete 
knowledge of sales, as well as the profit 
and loss standings on a market-by-mar- 
ket basis. 


Philosophy of Advertising 

The Falstaff management has always 
recognized the importance of advertising 
in the marketing of its product. 

This philosophy has dictated an in- 
crease in advertising expenditures in the 
event of sales declines, rather than a 
reduction. 

Just as our company is dedicated to 
producing the finest product possible, so 
we in advertising are dedicated to pro- 
ducing the finest advertising possible. Our 
goal is that our advertising will always 
be premium quality and emphasize our 
strongest selling point—namely, that Fal- 
staff is a premium quality product. 


s By virtue of our plant decentralization 
we can compete for volume with the pop- 
ular priced or local beers in any given 
market—and through our advertising cre- 
ate a personality for our product that fs 
equal in quality to that of the premium 
priced beers. 

Falstaff is the leading seller in 15 
states in our territory, and in some we 
do as much as 50% of the beer business, 
but we never refer to these sales figures 
in our advertising. We may be wrong, 
but we believe that people buy beer for 
their personal satisfaction and not be- 
cause it is the leader in sales. 

Furthermore, we believe that in sell- 
ing beer—which is a product that doesn’t 
change its basic ingredients nor its char- 
acter from year to year—it is important 
to sell more than just the quality of your 
product. By that I mean that it is neces- 
sary to sell your company and present 
your product to the public in a manner 
that will cause them to select your prod- 
uct over others for two reasons: first, 
because they believe it is a good product, 
and second, because you have in some 
manner contributed to their enjoyment 
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of life to the degree that you have an 
appreciation factor working for you. When 
you have registered on both counts with 
a consumer, you have achieved consumer 
demand. 


® Falstaff has successfully capitalized on 
these basic motivation factors by pioneer- 
ing in the broadcasting and telecasting 
of major league baseball in those areas 
where people would seldom, if ever, have 
an opportunity to see major league base- 
ball. We have just closed our fifth con- 
secutive year of these baseball telecasts. 
The one and only Dizzy Dean and his 
capable side-kick, Buddy Blattner, have 
been the Falstaff announcers since the 
start of these telecasts in 1953. 

For the past two years we have fol- 
lowed up baseball with weekly telecasts 
of professional football—a pro sport that 
has shown tremendous gain in popularity 
in recent years. 

Realizing that we don’t reach the entire 
market with sports, we program a night- 
time dramatic show on a 52-week basis 
in 72 markets throughout our area—the 
MCA syndicated show “State Trooper” 
starring Rod Cameron. 


8 I’ve talked a lot about television to 
illustrate a point. However, I don’t want 
to imply that we don’t believe in other 
media of advertising, because we do. 

We sponsor a number of sporting 
events on radio. Right now, throughout 
the entire West Coast and Mountain 
States area, we are sponsoring the *49ers’ 
and Rams’ football games on radio. 

In addition, we use radio to reach 
minority groups, introduce our product 
quickly in new markets, and peak up 
selling efforts around major holidays. 


8 Outdoor advertising plays an important 
role in our advertising. We believe firm- 
ly in the need to keep our name constant- 
ly before the public. With the great 
increase in the outdoor movement of peo- 
ple, posting and paint provide the per- 
fect way to accomplish this. Falstaff has 
been a consistent user of outdoor for 
many years. 

And now newspapers. We believe that 
the newspaper plays an important role 
in advertising our product in a new mar- 


On the Merchandising Front... 


ket, where it’s important to tell the pub- 
lic who you are, what you have to sell, 
etc., and tell it quickly with news. 

We also believe newspapers can be 
used successfully to keep our name be- 
fore the public, are especially effective in 
stimulating impulse sales prior to major 
holidays, and most effective in provid 
ing sales personnel with proof of adver- 
tising support for merchandising activi- 
ties. Newspapers are also very effective 
in doing a public relations job in a com- 
munity. We use them for that purpose in 
our plant cities. 

I’ve run the gamut of the major media 
of advertising with the exception of na- 
tional mazagines. We have used them in 
the past but don’t do it with any con- 
sistency, because of the large wastage of 
circulation involved because of our limit- 
ed geographical distribution. 


s Now a word about point of sale. In 
selling beer it is important to have iden- 
tification at the retail outlet to complete 
the link. 

We allocate a set percentage of our 
budget each year for point of sale and 
promotion material, and consider it as 
important as any other facet of our pro- 
gram. 

This brings me to one of the most im- 
portant facets of Falstaff advertising 
strategy. Namely, the importance of mer- 
chandising your advertising to your own 
people. 

We believe that any advertising pro- 
gram will be doubly effective if our own 
selling organization believes in it, and 
conveys that belief to the retailer. To 
believe in something it is necessary to 
understand it, and be completely familiar 
with it. 

To bring about complete knowledge of 
our advertising support, we conduct sales 
meetings in all 425 distributor markets 
every three months, and thoroughly re- 
view with the distributor and his entire 
personnel—including drivers, or, as we 
call them, the route salesmen—the ad- 
vertising planned for the coming quarter. 
We believe in this so firmly that we 
spend about $5,000 each quarter to pro- 
duce a special soundslide film that de- 
scribes our advertising and promotion 
plans. = 


A Grab-Bag of Merchandising Tips 


By E. B. Weiss 

e@ }. Now that retailers have proved the 
magic of the 88¢ figure, some manufac- 
turers are turning to this pricing point. 
For example, in closing out its 1957 fan 
line, General Electric came up with such 
prices as $59.88 and 
$29.88. Normally, GE 
fan numbers are priced 
with the usual 95¢ end- 
ing. It is possible that 
the 88¢ ending may 
tend to replace the 98¢ 
price ending if, of 
course, volume or oth- 
er factors can com- 
pensate for the lower 
gross. It could also 
work from the opposite direction; in oth- 
er words, instead of a $10.75 pricing, for 
example, it may be found that more units 
can be moved at $10.88. 

e 2, Some manufacturers have yet to com- 
prehend that the discount house is becom- 
ing a true giant retailer. Consider Kor- 
vette—which expects, within a year, to 
be included among the nation’s 50 largest 
retail outlets. Within three years, Kor- 
vette expects to be doing a $250,000,000 
volume. An amazing number of manu- 
facturers must right now find Korvette 
to be among their 50 largest (or even 10 


E. B. Weiss 


largest) retail outlets! 

e 3. Most inventory for branch units of 
department stores is distributed to the 
branches from the main store. As a con- 
sequence, certain merchandise packs are 
found to be expensive in handling costs 
when they reach the branch unit. Take a 
fairly typical example—colored slips for 
women. These are usually packed three to 
a box, and the colors usually are mixed. 
The branch unit must then separate the 
colors. Some branch store managers have 
reported they would like to see such items 
packed one shade to a box. Try following 
your merchandise from the main store to 
the branch unit, step by step. You may 
find opportunities for short cuts that will 
make your line more appealing to the 
branch stores—and bear in mind, in this 
connection, that at some department 
stores the branches are right now rolling 
up a larger total volume than the main 
store. 

e 4. Some manufacturers have changed 
their cooperative advertising agreements 
into what is called a “promotional agree- 
ment.” The cooperative allowance then 
becomes a promotional allowance. This is 
more than merely semantics. The promo- 
tional allowance usually requires no 
“proof of insertion.” The ad manager of a 
food chain, reporting on this development, 
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The Creative Man’s Corner.. . 


Addressed to 


i 


J * 
: Fs waited Stetes Rubber 


Embarrassing? We would suspect so. 


forget you have winter tires on!” 


potential customers. 


GUARANTEED TO 60 THRU ICE, MUDOR SNOW OR WE PAY THE TOW! 


FIRESTONE TOWN & COUNTRY TIRES WITH trypde-action traction / 


Aa. 


“You go in snow,” says General Tire on Page 17 of the Nov. 2 Saturday 
Evening Post, “or we pay the tow. There never has been a tire guarantee like 
it.” (Italics ours.) And, on Pages 52 and 53, same issue, Firestone says, “Guar- 
anteed to go through ice, mud or snow or we pay the tow!” 


However, just to even things up, Firestone says, “You get hum-free, whine- 
free riding comfort”—while, on Page 13, still the same issue, U. S. Royal an- 
nounces a tire that “goes so quietly—without annoying hum or vibration—you 


Trouble with all three of these ads, so far as we are concerned, is that, like 
so much advertising, they have been directed at competition rather than at 


We are confident that, over the years, there have been many converts to 
snow tires. We are equally confident, despite our lack of actual market infor- 
mation, that there are more cars in snow areas without snow tires than there 
are with them. In short, we feel that, if any of these ads had been directed at 
the consumer, the copy would have sold the consumer on the economy and 
convenience of using General or Firestone or U. S. Royal snow tires over 
using chains. And they certainly would have been a little less masculine in 
their appeal—since there is no driver, so far as we are concerned, half so logi- 
cal a prospect for snow tires as the little woman. Chains are hard enough for 
a man to put on; they’re impossible for a woman to install. 

A lot of advertising suffers from being addressed to the board of directors. 
Almost as much suffers from being addressed to competition—and these tire 
ads, in our opinion, are excellent examples of the latter. = 


Competition 


, 
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declared bluntly, “I have watched grocery 
advertising across the nation, and where 
this change has taken place I have seen 
an almost complete disappearance of these 
items from grocery ads!” In other words, 
where there is no provision for proof of in- 
sertion, there tends to be no insertion! 


s Incidentally, talking about the food 
outlet, it is generally accepted that where- 
as some years ago 40 to 50% of food shop- 
pers shopped with a list, perhaps only 15% 
do so today. But it isn’t generally com- 
prehended that, where a list is used by a 
shopper, it tends to consist primarily of 
the basic staple items without which she 
cannot run her kitchen. This means that 
even the shopper using a list does a sub- 
stantial amount of impulse buying—of 
foods and, of course, non-foods. 

And this brings me to still another 
point: Item advertising, which is the basic 
form of perhaps 90% of food store adver- 
tising, should encourage the use of shop- 
ping lists. Apparently it doesn’t. 

e 5. When selling color to the retail trade 
in a line in which color is a somewhat new 


development, it is wise to bear in mind 
these merchandising “reasons why” for 
color from the retail standpoint: (a) the 
unquestioned promotional value of color; 
(b) its ability to stimulate extra volume; 
(c) the higher prices it commands—plus, 
of course, the improved margin; (d) the 
greater display value of color—at the 
counter, in the window, etc.; (e) the way 
color dresses up a department; (f) color 
stops in-store traffic; color is an attention- 
getter. 


® Then (g) they give the department and 
the sales people something bright and 
new; (h) the more basic a stock, the more 
dynamic is color; (i) color imparts a pres- 
tige value; makes a department look up to 
date—color helps sell even white, as a 
consequence; (j) with color it is some- 
times possible to make twin sales—one 
white, one color; (k) as for markdowns, 
despite retail opinion to the contrary, color 
markdown records compare favorably 
with basic-stock markdown records, at 
least in some merchandise classifications. 


e 6. The Hotpoint Co. has formulated a 
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McCall's Use-Tested’ Tag 
‘Takes the Guess-work out of Selling 


Each McCall’s Use-Tested Tag is a complete miniature presenta- 
tion of the facts about a product and the way it performs in the 
home under actual use conditions. 


Behind it is the authority of one of the nation’s largest, most- 
respected magazines—and a quarter-century of product-testing 
experience by McCall’s editors and technicians. In the photograph 
above, an automatic dryer is being put through a series of typical 
use tests in McCall’s Test Rooms. 
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In the hands of a good salesman, McCall’s Use-Tested Tag pro- 
vides all the material needed for a persuasive and effective sales 
talk. And when the salesman is not around, it acts as a silent 
salesman for the product—closing sales with customers who might 
walk out if left unattended. 


If you'd like to learn how to put the power of McCall’s Use-Tested 
program behind your product, write to McCall’s, 230 Park Avenue, 
New York 17, N. Y.—or see your McCall’s representative. 


McCalls 


The magazine of Togetherness, 
reaching more than 5,200,000 families 
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philosophy of relationships with its dis- 
tributors that offers suggestions to manu- 
facturers selling through distributors as 
well as through wholesalers of various 
types. Here it is, starting with the man- 
ufacturer’s responsibilities: 


A. To sell to just one distributor in a 
territory; 

B. To give a 90-day warning on any 
change; 

C. To provide equal help to all distribu- 
tors; 

D. To help distributor to meet local 
competition; 

E. To assist the distributor in develop- 
ing sales and merchandising problems; 

F. To establish an active builder pro- 


gram with the distributor or sub-distribu- - 


tor; 

G. To maintain adequate parts for serv- 
ice; 

H. To have an effective national adver- 
tising campaign; and 

I. To prepare a sales-training program. 


s The distributor has his responsibilities, 
too. These are: 

A. To devote his full efforts to the com- 
pany; 

B. To maintain a competitive position 
in the market; 

C. To recognize the needs of individual 
areas in the market; 

D. To provide quality sales and service; 

E. To treat dealers equally; 

F. To help dealers meet their competi- 
tion; 

G. To maintain an adequate inventory; 

H. To help dealers tie in with the na- 
tional advertising program of the manu- 
facturer; 

I. To build their own sales training pro- 
gram. 
e 7. In order to make it more difficult 
for price-shopping customers to compare 
prices, some manufacturers are giving 
major outlets individual or private quality 
or model labels. These are not private 
brands in the strict meaning of the term; 
the national label is still used. But each 
major outlet is given its own names for 
price lines, for models, for patterns, etc. 
Or these secondary names are omitted en- 


tirely by the manufacturer and supplied 
by the retailer himself. This practice has 
become quite general in the woven floor- 
covering field. However, just as it is said 
in law that the law usually winds up two 
steps behind those who Want to evade it, 
so, in merchandising, the shopper seldom 
lags for long behind either the manufac- 
turer or the retailer—particularly the de- 
termined price shopper (and her name is 
legion!). I rather believe that retailers 
fool only themselves when they try to pre- 
vent the determined price shopper from 
comparative price shopping. For other 
types of shoppers these maneuvers are 
quite unnecessary. 


e 8. Department store branch units—that 
is, the new ones—are beginning to turn 
to “bargain basements.” This is now 
looked upon by some department stores as 
vitally necessary to meet the competition 
of food supers, of roadside discount 
houses, etc. This marks quite a turnabout 
in department store thinking with respect 
to branch units; at one time the concept 
seemed to be that everybody who lived in 
the suburbs was well heeled and quite un- 
interested in price. As hard-hitting base- 
ment operations hit the branch units of 
department stores, manufacturers who 
have traditionally sold the basement will 
go through all of the problems—and 
opportunities—that have plagued and 
pleased their upstairs brethren. 


e 9. Department stores are faced with 
troublesome price-lining problems—on 
the “up” side. This is the situation: Vari- 
ety chains have been stepping up their 
price lines at a remarkable pace (I think 
their pace has been too rapid). Ditto for 
the drug chains. Even the food super is 
going into higher price lines for some of 
its non-foods. As a consequence, some 
price lines in certain categories that were 
formerly almost exclusive with depart- 
ment stores are now being featured by 
their competitors. Some department 
stores, as a direct consequence, are mov- 
ing up price lines in certain classifications. 
How far can this trend go without the de- 
partment store winding up as a “class” 
outlet trying to battle “mass” com- 
petition? + 


Mail Order and Direct Mail Advertising .. . 


Is This Form of Promotion Worth While? 


By Elon G. Borton 


The column this week wanders far 
from the subject of mail order and direct 
mail advertising, but it does deal with a 
form of publicity and public relations 
much used by mayors, governors and I 
assume by Presidents. 
1 have often wondered 
what, if any, its value 
is. 

This past week I re- 
ceived two mailings 
from the office of the 
governor of North 
Carolina, Luther Hodg- 
es. One was a personal 
letter on a gold and 
black embossed letter- 
head telling me that he was sending a 
certificate making me an “Honorary Tar 
Heel” of the state of North Carolina. The 
other was the certificate itself—an attrac- 
tive legal-size document mounted on a 
blue background sheet and complete with 
attached gold seal and ribbons and hand 
written signatures. 

Its wording is cleverly done, outward- 
ly dignified but quite humorously in 
keeping with the fact that I am a new- 
comer and certainly have not yet earned 
any recognition from the state. Two para- 
graphs from the Proclamation will illus- 
trate its tone. 


Elon G. Borton 


s “Whereas it has come to my attention 
that Elon Borton has offered adequate 


explanation and apologies for having been 
born outside the boundaries of North Car- 
olina, with a fervent promise not to let it 
happen again; and 

“Whereas, there is further evidence that 
he has learned the difference between 
roast pork and barbecue, can discriminate 
between Smithfield ham and North Caro- 
lina country cured ham, is acquainted 
with the fundamental fact that gravy can 
be spread upon biscuit, that pot-likker is 
stimulating but not an alcoholic beverage, 
that hush puppies are edible, yet not re- 
lated to hot dogs; and...” So on for five 
paragraphs. 

I shall frame it and hang it (much to 
my wife’s amusement) in our study along 
with the commissions as Colonel on the 
Staff of the Governor of Louisiana and as 
“Arkansaw Traveler” from the Arkansas 
governor, the keys (almost all exactly 
alike) to the city from the mayors of New 
Orleans, Miami Beach, Louisville, etc., the 
papers from my adoption into an Indian 
tribe, and the many similar trophies I 
have received over the years. 


® I love all these. They please my vanity, 
even though I know any man in public 
life gets them by the dozen. 

But no one else looks at them on the 
study wall or gives a darn about them. 
My impression is that this is a much over- 
rated form of good will building by pub- 
lic officials. It costs little and it may be 
worth just about what it costs. # 


Salesense in Advertising .. . 


Advertising Age, December 16, 1957 


Simple Rule for Writing Effective Headlines 


By James D. Woolf 
Advertising Consultant 


I have been boning up lately on how to 
write headlines. In the course of this ac- 
tivity I have delved into a half-dozen of 
the better textbooks and a batch of arti- 
cles I have clipped from the several ad- 
vertising trade papers. 

All of the writers, I 
find, agree on one 
thing: The headline 
(with or without an 
accompanying picture) 
is the most important 
element in any adver- 
tisement. 

I find, too, that there 
are several categories 


of headlines. Among 
them: 
e The “announcement” headline: “An- 


nouncing a NEW KIND of automatic 
washing.” 


e The “curiosity” headline: 
are the people on Mars?” 


“How big 


e The “emotional” headline: “To Peggy 
—for marrying me in the first place.” 


e The “command” headline: “Don’t lose 
another day—do this now.” 


e The “news” headline: “PROTEIN! Kel- 
logg’s new food discovery.” 


e The “product fact” headline: “Why we 
use a full % gallon of fresh, sweet cream 
to churn each pound of Land O’Lakes 
Butter.” 


e The “prestige” headline: “Serving the 
public since 1784.” 


e The “brag-and-boast” headline: “Nev- 
er before a whisky so mild and mellow as 
Old Thumper.” 


e The “impossible benefit” headline: 
“Remember your complexion at seven- 
teen? With new Du Barry Royal Nectar 
you can recapture that BREATHLESSLY 
YOUNG look!” 


e The “brand name” 
Sark Scotch Whisky.” 


e The “cute” headline: “The sad story of 
the foolish squirrel that didn’t save his 
acorns.” 


headline: “Cutty 


e The “testimonial” headline: “Phil Hill 
wears the new Jantzen sweater-shirt.” 


- The “bizarre” headline: “I dreamed 
I was lost in a London Fog in my Maiden- 
form Bra.” 


® It’s nice to know about all of the dif- 


ferent styles of headlines from which the 
copywriter may choose at his discretion. 
But I don’t set a vast amount of store by 
them. The right way to approach a head- 
line problem, in my opinion, has little or 
nothing to do basically with the style or 
form of expression. It has strictly to do 
with how to appeal most effectively to the 
reader’s self interest. Once that is deter- 
mined the headline will almost write it- 
self. 

Says S. Watson Dunn, Ph.D., in “Ad- 
vertising Copy and Communications” 
(McGraw-Hill): “Most effective head- 
lines include a consumer reward—either 
direct or implied. Consistently, year after 
year, headlines which promise a reward 
receive higher readership ratings, produce 
more inquiries, and, from all indications, 
communicate better than those which do 
not. The Gallup-Robinson ‘impact’ studies 
show that ‘straight consumer-benefit’ 
headlines are the most effective of any 
type used. And John Caples, citing the 
results of his inquiry tests, says: ‘First 
and foremost, above all else, try to get 
Self-Interest into every headline you 
write. Make your headlines suggest to the 
reader that here is something he wants. 
This rule is so fundamental that it would 
seem obvious. Yet the rule is violated 
every day by scores of copywriters.” 


@ Yes, as Mr. Caples says, the rule is vi- 
olated every day. Note, for example, from 
my file: 

“Do you know?” 


* * + 
“Shoes of worth” 

- a + 
“Pride of achievement” 
* * a2 
“Delicious in flavor” 
+ + * 

“For that hungry feeling” 
oF + a 
“Variety is the spice of meals” 
* * + 
“For women of distinction” 
+. > +. 

“The ideal breakfast dish” 
* * * 

“You'll never know” 

* + * 


“You're so smart” 
” * a 


“Let’s face the facts” 


® Study your product and its logical con- 
sumers. Think only about how and why 
your product will give them something 
they want. When you arrive at the right 
answer, you've got your headline. = 


Now Comes Actinic Printing 
and Delitescent Transmission 


Subliminal projection comes in for some good-natured fun in this piece 
by the former vp and director of research for the western offices of Batten, 
Barton, Durstine & Osborn. Mr. Oehler’s article, “Is Marketing Research 
Becoming a Semantic Jungle to Trap the Unwary?” appeared in the Aug. 5 


issue of Advertising Age. 


By C. M. Oehler 

The dedicated men of science who 
want to sell popcorn by subliminal pro- 
jection must be vexed by the flabby re- 
ception their latest contribution to the 
world of marketing has encountered. 

There is nothing very novel or inher- 
ently evil about devices for exposing vis- 
ua] stimuli for fractions of a second. 
They have long been used by ophthal- 
mologists for testing eyes, by psycholo- 


gists for studying the abnormal, by the 
armed services for teaching quick dis- 
tinction between friend and foe, and by 
others for a multitude of purposes. 

Selfless scientists promoting the latest 
version of projection want to accelerate 
the sale of food and drink. This laudable 
purpose would be accomplished by re- 
minding movie audiences, below the 
threshold of perception, of subconscious 
hunger and thirst. 
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‘of the top 25 markets with 
r $60,000,000 in retail sales! 


ee ers pa 


And in 36 key secondary markets with more than $11,000,000 in retail np 
- sales! Decoy is a new kind of crime show saluting New York’s women om All 
] law enforcement officers. Produced by Pyramid Productions. San Francisco 
ae For new sales power in your market, call: pen 


Minneapolis-St. Paul 


PL Or Buffalo 


Milwaukee 
, EN OFFICIAL FILMS, INc. Delioe Ft. Worth 
_ LT 25 West 45th St., N. ¥. 36, a. Y. Soule” ase 
e Denver 


REPRESENTATIVES; Atlanta * Beverly Hills * Chicago * Dallas « Minneapolis + San Francisco + St. Loule San Diego 
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Subliminal reminders would be flashed 
possibly right during pursuit of a shapely 
doll or wicked cattle rustler. A flash 
would not last more than one three- 
thousandths of a second. This would not 
be long enough to interfere with any doll 
or rustler chases. 

In spite of these benign aspects, sub- 
liminal projection has not been greeted 
with much enthusiasm. If sponsors are 
fighting for chances to sign up for it, this 
fact has been inadequately reported. 
Even some producers of popcorn do not 
seem to realize a new era has dawned in 
the marketing of their product: Adver- 
tising men, reluctant to add to the terror 
of the pseudo-literary sub-intelligentsia, 
already swooning at notions of manipu- 
lators lurking under every bed, have 
stopped eating popcorn. In the world’s 
greatest advertising journal a _ pundit 
(rather crudely, we felt) referred to sub- 
liminal projection as “this latest nutti- 
ness.” 

Only yesterday all projectivists touted 
projective techniques as the one way to 
learn the truth about any kind of moti- 
vation. Any other method, it was ex- 
plained, would fail to probe the subcon- 
scious mind. Today some projectivists 
seem willing to scuttle the subconscious. 
One of them used an even cruder word 
than “nutty” in clarifying his position on 
subliminal projection. 


s This lack of solidarity is confusing. 
Such absence of loyalty is shocking; it is 
like seeing someone renounce a brother 
just because the brother has leprosy. 

Some of the greatest minds among the 
projectivists seem almost subdued these 
days. Possibly this is because of the way 
people have been talking about projective 
techniques and depth probing. 

Psychologist Robert J. Williams, for 
one, used the word “fraud” in writing 
about projectivists in the Journal of 
Marketing: In the same publication Pro- 
fessors Westfall, Boyd and Campbell of 
Northwestern University reported, after 
scholarly tests, that certain primitive, 
old-fashioned methods of motivational 
research are superior to certain widely- 
publicized recent ones. After three years 
of indecent liberties taken with some of 
the behavioral and social sciences, why 
would anyone be dismayed when some of 
the professors strike back? 

As a crowning indignity Elmo Roper 
mentioned “chicanery” when comment- 
ing on “dazzling operators” of motiva- 
tion research in, of all places, the Sat- 
urday Review. 


s Well, we are not joining this chorus 
of detractors. 

Instead, brimming with constructive 
benevolence, we offer suggestions for ex- 
tending the benefits of subliminal pro- 
jection to such portions of mankind as 
exist outside of movie theaters. 

In the past we may have implied a be- 
lief practitioners of projective techniques 
tend to be phonies, but if subliminal pro- 
jection is the coming thing, we were just 
kidding. 

If stout Cortez is going to sail into the 
brave new world to find cities paved 
with gold, who would want to be left be- 
hind, digging turnips? 

Besides, there is humanity to consider. 
It seems contrary to the public interest 
to confine subliminal projection to one or 
two media when there are such gold- 
laden channels of mass communication 
to be tapped as newspapers, magazines, 
radio, outdoor, and sky-writing. 


s Furthermore, it seems short-sighted to 
restrict projective persuasion to popcor 
when there are such fish to fry as brand 
images, corporate profiles and product 
reputations. 

Also, there is room for improvement 
in subliminal projection, itself. The world 
has become accustomed to full-color per- 
suasion, but the subliminal variety seems 
limited to a single invisible hue. There is 
an obvious need for slipping full-color in 
under the threshold of perception. 


Offers a Number 
of Constructive Suggestions 

It is in this connection we offer the 
first of our great constructive sug- 
gestions. 

Its mame is ACTINIC PRINTING. To not 
see actinic printing it will not be neces- 
sary to be devoid of color-sense. People 
with normal vision may stare at a page 
of actinic printing and see nothing at all. 

Our other constructive suggestions wil! 
be known as VELOCITY READING, SUB- 
PHONIC BROADCASTING and DELITESCENT 
TELEVISION TRANSMISSION. 

Actinium has been known since 1899. 
This date is mentioned to prevent im- 
posters from claiming actinium’s discov- 
ery, much as attempts have been made 
to assert discovery of the North Pole and 
motivation research. 


s Curiously, it was Ambrose Bierce who 
first described the properties of actinium 
in a manner to suggest the development 
of actinic printing inks. 

Bierce scorned to be called “doctor,” 
and refused to allow anyone to describe 
him as a chemist or social scientist. 

He did, though, note the presence, “at 
each end of the solar spectrum, of actinic 
rays” representing colors the human eye 
was unable to discern, and thus, in a way, 
became the granddaddy of actinic print- 
ing. 

This form of printing is expected to be 
enormously beneficial to newspapers and 
magazines. Contests asking “What’s My 
Contents?” will flourish on every page. 

Under velocity reading, meanwhile, 
anything printed in black and white will 
be imperceptible, even to the subcon- 
scious, unless pages are scanned at the 
rate of three thousand a second. Teaching 
velocity reading may necessitate a few 
slight adjustments in the educational 
system. Advocates of speed reading 
maintain the new rate should produce a 
gain in comprehension. 


= In sub-phonic broadcasting, programs 
would be delivered so rapidly not even a 
faint hum would be audible. Most pres- 
ent talent is not yet capable of such a 
performance, but unquestionably will be 
by the time sub-phonic broadcasting is 
fully operative. 

Fulltime exposure to television will 
represent no escape from actinic print- 
ing, velocity reading or sub-phonic 
broadcasting. Delitescent television trans- 
mission will produce shows which are 
both inaudible and invisible. It will no 
longer be necessary to “watch” television, 
but only to have one’s subconscious in 
the same room with a set. Irrational 
guffaws in otherwise quiet rooms may be 
attributed to imperceptible comedians. 
When a life-long addict of white-han- 
dled tooth brushes buys one with a blue 
handle, it may be because he has not 
heard a powerful subliminal commercial. 

None of this is expected to confuse 
anyone familiar with depth probing, 
projective hypothesis-hunting, disguised 
non-structured interviewing, or other 
scientific marvels previously contributed 
by the projectivists. 

But if non-confusion causes compla- 
cency, just wait until actinic dyes and 
paints make their disappearance on gar- 
ments, draperies, houses, automobiles, 
and other landmarks of everyday life. 
This will put a prompt end to smugness. 


s Subliminal automobiles will be a traf- 
fic hazard. Nobody will know where or 
whether to step on actinic floors. People 
will say, “Get subliminal” instead of 
using the trite expression, “Get lost!” 
Playful wearers of actinic cosmetics and 
garments will have fun startling their 
friends. 

Regardless of interpretations placed on 
subliminal science by pseudo-literary 
slanders, timid members of the sub-in- 
telligentsia should try to remain calm. 
There really will be little to fear until the 
day they actually see an actinic plane, 
and are able to read an invisible message 
being traced across the sky. # 


Advertising Age, December 16, 1957 


From an Art Director's Viewpoint... 


Another Part of the Forest 


When dining out enjoy 


THE WINE LIKE GRANDMA USED TO MAKE 


MoGEN DAvIpD 


WINE 


(hs 0 mace to have MOCEN DAVID wane at home, tow) 


PRODUCED AND 60) 1.£0 BY MOGEN DAVID WINE CORPORATION CHICAGO 92. KLINOIS 


By Andy Armstrong 

As you walk or drive through the world 
these days, or just sit and turn pages, you 
get more offers of drinks than you could 
ever possibly accept. Even if you gave 
your stomach an olive oil base, before 
setting off through the 
ads. 

All kinds of lonely 
people beam at you 
over glasses of beer, 
whisky, wine, soda- 
pop, tea, coffee, orange 
juice, tomato juice, and 
milk. They just can’t 
mind their own busi- 
ness and drink alone. 

So they ask you in. 
Or if you can’t quite see where they are, 
they reach around the edges of ads, as dis- 
embodied hands, chasing you with the 
stuff. 


Andy Armstrong 


s Sometimes, to join them, you’d have to 
scale a white horse’s rump, or go to the 


Employe Communications... 


beach in your evening clothes, or get your 
eyes all red at an outdoor barbecue. 
These people want you for a friend, all 
right. A real] friend. A someone who will 
tolerate the crazy places they do their 
drinking in. 

But above all, they need company, and 
they'll settle for yours. 

What a relief, then, to find the Mogen 
David man. 

He ignores you. 


® He has arranged himself to enjoy the 
greenery. He has hung his hat where it 
will be safe from the feet of clumsy pass- 
ersby, like you and me. And when he 
finishes that bottle—alone, mind you—he 
will leave his money and walk away into 
the bushes. You can stare at the back of 
his neck until your thirst blacks you out, 
but you’ll never get him to turn around. 
The hell with everybody, is his attitude. 
It’s a nice day to drink alone. 

That wine must be good. Nobody’s try- 
ing to get rid of it. + 


Office Automation in the Limelight 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

No communications problem in recent 
years has proved as complicated and 
frustrating to communications personnel 
as office automation. There is a deep- 
rooted belief in the minds of many office 
employes that automation is designed ex- 
clusively to separate workers from their 
jobs. The labor press has accomplished 


much in building automation into a dirty 
word. 

The devices of employe communication 
—such as the employe magazine, news- 
letter and bulletin board—might have 
softened the employe attitude substan- 
tially, but managements in general have 
elected to leave the delicate topic alone. 


s At Hardware Mutuals, an insurance 
company with headquarters in Stevens 
Point, Wis., publications manager Bill El- 
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lis utilized his “Notecaster” recently to 
take the topic of office automation by 
both ears. His front cover displays the 
question, “Why did these four girls 
change jobs last month?” Below are pic- 
tures of a billing machine operator, two 
policywriting copy typists and a policy- 
writing checking clerk. By referring to an 
inside page, the reader sees that “these 
Wisconsin typists, biller and checker, lost 
their jobs to data processing machines 
which can do the work faster with fewer 
errors at lower cost. The girls now have 
better jobs.” In a subsequent spread, Ed- 
itor Ellis shows how automation brought 
about several job changes, and pictures 
the jobs into which the four displaced 
girls stepped. 

What certain critics of office automa- 
tion tend to overlook is that normal turn- 
over, not automation, takes care of much 
of the required reduction in the work 
force. In a cross-section of office em- 
ployes where females predominate, auto- 
mation runs marriage a poor second as a 
factor in the reduction of personnel. One 
insurance executive recently remarked, 
“A girl who stays with us four years is 


an oldtimer. She joins us with the ex- 
pectation of getting married within a 
reasonable time. We expect it and are 
prepared for it.” 

For the career girl, however, who 
wants to remain on the job—single or 
married—automation needn’t be a buga- 
boo. By facing the facts squarely, Hard- 
ware Mutuals is doing much to erase the 
fears of automation, and we have a 
hunch that, if office workers can’t be 
transferred to other jobs because there 
aren’t any, the company will be frank in 
saying so. 


# In a considerable number of compa- 
nies around the country, automation is a 
grim conversation piece among office 
personnel. They don’t understand it, and 
they assume that, sooner or later, they 
will be affected by it. This is promising 
territory for the office union organizer. 

The alert office manager has long since 
arranged meetings with employes in 
small groups, to talk the subject out and 
to answer the gnawing questions. This 
may not be the full answer, but it’s a 
large chunk of it. + 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 


training.) 


In advertising publications as in the 
news columns of the newspaper, the bad 
boys, the “off-beat” aberration, advertis- 
ing-periphery boys, are the ones who most 
often make the headlines and the public- 
ity. Perhaps some of them engage in their 
frothy fulminations for the same reason 
some immature recalcitrants kick the law 
in the shins—so they will get in the pa- 
pers. 

But as in society at large, underneath 
our economic advertising society, there 
are still a good many earnest, sincere ad- 
vertising practitioners who go about the 
sober, vital business of selling—through 
circulation’s multiplication of interesting 
persuasion. 

While Dichter plunks for more sex in 
advertising, and Martineau says it must 
be done with pictures, a lot of advertising 
people who see advertising as a whole and 
not as a tree that obscures the wcods—go 
on about their jobs of appealing to normal 


ney. 


Jl 


human beings as fully and effectively as 
they can with all the valid and honest 
tools and resources at their command. On 
their backs ride the shocking speech mak- 
ers and the advertising dilettantes who 
wax profound within some one of adver- 
tising’s many individual compartments. 


® Big illustration “brand impression” is 
no novelty in advertising. Herewith is a 
full page ad of a precursor of the “art is 
the thing” school from an American mag- 
azine of mine of 1888. (It is obvious, de- 
spite appearance, the creator had no ben- 
efit or advantage of the “researches” of 
the latter day prophets.) Without benefit 
of Freud, and handicapped by the law, 


SILK AND SATIN RIBBONS FREE 
| 


THISIS FOR YOU! 


refit 


’ 
a 


4 Ld . 
ne ebtaln ng 
stock of BIIk en4 Satin Bibben Heman 


! 
Ht 
it 
Ht 
Hit 


2 
Ly 
i 
Le 


i! 
if 
H 
i 
i 
f 


I 
gia 

i 
( 
i 
3° 
i 
rit 


i 
; 


rte te beagth. Thoagh remnants, all 
ow _ bate ety les, | At I 
Qitreaned, achionable ew to o> 
—— ote Os kd 
ane Tashes Faregsae Spee 
isl eas tastes eee Tap ee 
sey i te Jou fork tral year, and will aise omd frees 
ben of the 1 on heart pttome 2 bones, © eta; ¢ 
tons and ¢ bores, §1 One-crat amps may be cow for leas 
them §1 Get 3 friends to joie you ny geting (emeesipSensand 
shame Oe cay Oi cn GS 0 Oe The above o@er ie 
based om (hte p— tat noe 5 a4 4 
yeas, went lt (heron ftew, per a ‘ 
che ane nom thet ome weks this great 
cad Arto 4 r bow cuberdibers, on 
wow, but ment year, end aol renee 
a of them will wisd te reece 
will #0 om ey regina ls bos 6 ro 
of the cod eh ees mers es ne 
ome _ ~~ 4 
oo 6 eae oes poe mee bem 
ot Ld - hr Soy 
| Addreen, H. MALLET STE ee 


this fellow had to rely on that surefire ad 
attention getter, animals. No doubt, he 
was saying then, “People won’t read copy.” 
Even then, perhaps the men who had sell- 
ing to do may have been plagued by highly 
specialized boys who believed they were 
mining engineers because they had be- 
held a tipple. A typical “copy” ad of the 
period is also shown. 

This copy ad, seeking subscriptions for 
the Practical Housekeeper and Ladies’ 
Fireside Companion, is an interesting ex- 
ample of the kind of ad that had to pro- 
duce or not be run more than once. Boys 
who wrote such ads had to sell. In this 
case, the magazine, regularly priced at 
75¢ for a year, would send a year’s trial 
subscription for 35¢, and include a box of 
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beautiful ribbons free. Then they ex- 
plained with care that the only reason 
they could do this was because their new 
trial subscribers renewed year after year 
and it was in after years they would make 
their profit. 


® Here, in 1888, we see advertising phe- 
nomena which many may think new to- 
day—the devotion of two thirds or three 
fourths of an ad to a gimmick, the re- 
mainder to the item for sale. 

Both the Pears ad and the Practical 
Housekeeper ad, since both businesses 
seem to have gone the way of all flesh, 
may testify to the virtues of advertising 
that spends its effort on a forthright, ef- 
fective selling of the main project. # 


The C 
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In the study of facial expressions, 
as with other subjects, it is often help- 
ful to experiment beyond one’s actual 
or immediate needs. Here, in this 
purely fictional continuity strip, we 
see how words and pictures work to- 
gether to express ideas. How symbols 
of language and symbols of emotion 
are inseparable (in the total structure 
of a particular message). 

There is special emphasis here on 
easy ways to indicate emotion through 
simple facial changes. Three suggested 


DRAWTHINKS.., 


exercises for you: (1) copy the draw- 
ings, write new words to fit; (2) copy 
the words, draw your concept of these 
characters’ expressions; and (3) cre- 
ate completely new copy and art as 
a sequel or prologue to the story be- 
low or make up a story of your own, 
in which facial expressions fit the 
right words at the right time. 

All expressions used below were 
chosen from the Expression Chart in 
AA of Dec. 9, with appropriate stick 
figures. 


WELL, MEN, WE ARE 
PLAN To THE WITHIT 


Old Agency 
Faces 
New Problem 


ALL SET To PRESENT OuR NOT MET OLD WITHIT HIMSELF! THE 


Don'T FORGET THAT WE STILL HAVE 


AD MANAGER HAS BEEN STRESSING 
WITHIT'S PREOCCUPATION WITH THE 
UNINTENTIONAL SUBLIMINAL EFFECTS 
OF SPUTHIKS ON THE ECONOMY. 


wher 


BUT MR.WITHIT IS A DOG. 
HE HASN'T SPOKEN To ME. 
ALL MORNING! LET'S 


GLAD To MEET You, GENTLEMEN ! T AM SORRY To 
INFORM YOU, THOUGH, THAT I HAVE JUST APPOINTED 
ANOTHER AGENCY BY TELEPHONE To DEVELOP our 
PLANS AROUND ASLOGAN MY SECRETARY 
L “THOUGHT UP--"BE HAPPY, GET WITHIT |" 


Go IN Now. 

HARSH ON a 
HIM-- /7--HE'S 
BLY NERVOUS \ | | 

ABouT OUR PRESENTATION 


> 4 


(NEW IT ‘a? OAs 
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Next Lesson: “Common Sense About Common Problems” 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Annual family food bills in the 14-county Greater Philadelphia 
market run to $1,393,000,000. You get your products on this 
tremendous shopping list when you use the advertising columns 
of Philadelphia’s home newspaper—The Evening and Sunday 
Bulletin. And now you can whet appetites by giving your sales 
message the added impact of R. O. P. spot and full COLOR— 


evening and Sunday—seven days a week ! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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N. Y. Board Seeks to Buy |WATV and its sister radio station, 
WATV as Educational Station §|WAAT, from Bremmer Broadcast- 
The New York state board of |ing Co. for a reported $4,000,000 is 
regents wants to buy WATV, New-|pending before the commission. 
GG ark, for use as New York City’s|The regents noted that this may be 
4 first educational tv station. The|the only chance the New York 
board has asked the FCC to block |city area will ever have to get a 
the sale of the station to National|v-h.f. educational channel “with- 
Telefilm Associates, tv film dis-|out injury, financially or other- 
tributor-producer. | wise, to an existing licensee or op- 
NTA’s request to purchase |erator.” 
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|\Swanson Offers Lassie Ring 

A new premium offer of a Lassie 
\friendship ring in return for 25¢ | 
and a label from any Swanson | 
meat pie or TV Dinner will be 
| made during January and Febru- 
jary by Campbell Soup Co. The 
premium will be boosted Jan. 19 
and Feb. 2 on Lassie shows over 
|CBS. Point of purchase promotion 
| will also be used. 


vAN de POST 2ij vertellen 


EVEN IN DUTCH IT’S: “Sell the POST 


Overtuigt de INVLOEDRUKE lezers 


INFLUENTIALS — they tell the others!” 


time element -- could 


send us photographs and complete factual ¢ 
for an editorial-pictorial presentation in 
Ur TS, ODA, newemagezine for architects’ Because of this 
ecute timing your early reply, if at all convenient by return sir mail special de- 
livery, would be « most helpful and greatly appreciated courtesy. 


het verder! 


Briefly, our editors feel your story is one of the most important suggested to us 
this sonth, and they would like to expand it into one of the major features in our 
next issue This, of course, would require several times gore white space and en- 
erevings than normally used, but it would give us leeway for the development of « 
much wore powerful story. Sach month « relatively few of the scores of stories sub- 
mitted to us are singled out for this epecial treatment. : 


Under these ciroumstances, in line with our policy which has been accepted by liter- 
lly hundreds of aanufacturers, could ve have your permission to bill you for the ne- 
cessary engravings and white space, in the amount of $1007 This will permit best pos- 
sible presentation of your saterial to A/P readers, who, to the best of cur knowledge, 
include every regictered architect of record in the United States. Incidentally, it 


aleo will make svailable to you very powerful reprint material. 


Prominent Users of Strathmore Letterhead Papers: 


Sixty seconds after the 
picture is snapped, the 
Polaroid® Land Camera, 
Model 80A, has developed 
a photographic print! 


a 
POLAROID CORPORATION 


CAMBRIDGE $0 MASSACHUDE 


May we hear from you about this, if at ail convenient by return air eail special deli- 
very? Please bear in mind in evaluating this suggestion that such stories and features 
appearing in recent issues of A/P have produced more than 250,000 inquiries -- all fron 
architects products so festured. Your reply will be anticipated with great 
pleasure. It would be good, indeed, to work with you. 


No. 131 of a Series 


Cordially 
CRON PUBLICATIONS 


Dwight C. Piske 
DCF: 66 Managing Pditor 


P. 3. You will have full reprint rights to this material and the cute we make can be 
forvarded to you after we use then in A/P. 


SALES PITCH—Since the “Advertising We Can Do Without” series was 
launched, scores of Advertising Age readers have sent in variations 
of the invoice-ad pitch, demonstrating that this type of selling is 
widespread. Here is a “personal” letter from the managing editor of 
Cron Publications, Beverly Hills, asking permission to “bill you for 
the necessary engravings and white space, in the amount of $100,” 
so that publicity submitted to it can be expanded “into one of the 
major features in our next issue.” The letter makes a great to-do 
about the need for beating “an extremely acute time element.” 


Peover Publishes Tobe in the series are H. D. Hodgkinson, 
Retail Distribution Lectures president of Filene’s; John F. Le- 
The seven “Tobe Lecture Series|bor, vp of Federated Department 
\in Retail Distribution,” delivered |Stores; Lansing P. Shield, presi- 
last spring at the graduate school |dent of Grand Union Co.; Sidney 
of business administration of Har-|L. Solomon, president of Abraham 
|vard University, has been pub-|& Straus; Victor Gruen, shopping 
lished in book form by Fairchild | center planner and architect; Tobe 
Publications, New York. The book, | Coller Davis, retail consultant, and 
“Advanced Retail Management,” | Wheelock H. Bingham, president of 
contains texts of the lectures, aug-|R. H. Macy & Co. The book is 
merited by a transcript of the ques-|available in two editions—a sales 
‘ tions and answers following each | training edition with paper spiral 
of the sessions. binding, $3 a copy, and one with 
The lecturers who participated | hard cover spiral binding at $5. 


Look at the letterheads that come in your mail. Pick out 
those that have a rich, attractive texture—a satisfying feel in 
the hand —an air of quality. Then examine their watermarks. 
Strathmore? Very likely, because countless firms like Polaroid 
Corporation use Strathmore Letterhead Papers to make certain 
that the quality which they achieve in their products is reflected in 
their correspondence. 


Polaroid Corporation introduced its revolutionary con- 
cept in picture-taking about a decade ago. In the ensuing years 
Polaroid has enjoyed the most rapid growth of any organization in 
the industry, with the number of cameras sold well over the million 
mark. Today’s new Polaroid Land Cameras, coupled with the new 
highly sensitive Polaroid Land films, make pictures in 60 seconds 
that are of extraordinarily good quality. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STPATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CX 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BONE 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA 


Better Papers are made with Cotton Fiber 


STRATHMORE 


MAKERS OF FINE PAPERS 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


DULceks canal 
For 3 Straight Years 
The TOLEDO BLADE 
Has Topped All Ohio 
Newspapers in 


GROCERY LINEAGE 


REPRESENTED BY: Moloney, Regan and Schmitt, Inc. 
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James H. Wright, 
Former BBDO VP, 
Is Dead at 55 


Cuicaco, Dec. 10—James H. 
Wright, 55, a former vp of Batten, 
Barton, Durstine & Osborn, died 
Dec. 8 in St. Luke’s Hospital after 
a long illness. 

Mr. Wright was graduated from 
Harvard College in 1925. He joined 
Barton, Durstine & Osborn in New 
York. A few years later when the 
agency was merged with the 
George Batten Co., to form the 
present company, Mr. Wright be- 
came a vp and, for a time, was in 
charge of the BBDO Chicago of- 
fice. 

Later Mr. Wright joined Lord & 
Thomas in New York as an ac- 
count executive. In the 40s he was 
head of the radio department of 
H. W. Kastor & Sons here, and later 
head of the radio department of 
Kastor, Farrell, Chesley & Clifford 
in both New York and Los Angeles. 
He had been retired for several 
years because of ill health. 


HENRY A. PERRY 

San Francisco, Dec. 10—Henry 
A. Perry, 63, owner of the Dakin | 
Publishing Co. here, a direct mail| 
advertising firm, died of pneumo- | 
nia Nov. 30 at his home. 


CARROLL HANSON 

JAMESTOWN, N. Y., Dec. 10—Car- 
roll Hanson, 61, for many years an 
auditor with the Audit Bureau of 
Circulations, Chicago, died here 
Dec. 6, while visiting his son, Willis 
F. Hanson. Mr. Hanson was born 
in Vermillion, S. D. In World War 
II he was wartime newsprint or- 
ders administrator of the War Pro- 
duction Board. 


LOUIS C. HARNUNG | 
New York, Dec. 10—Louis C.} 
Harnung, 66, former manager of fi- 
nancial advertising for Hearst Ad- 
vertising Service, died Dec. 5, fol- 
lowing a heart attack, at Nassau 
Hospital, Mineola, N. Y. He had re- 
tired from business about three 
months ago after having headed 
the Hearst financial advertising 
department for 34 years. 


D. HARRY FOSTER 

ToRONTO, Dec. 10—D. Harry Fos- 
ter, 80, vp and director of Foster 
Advertising Ltd. and International 
Productions Ltd., died Dec. 3. Born 
in St. Mary’s, Mr. Foster had lived 
for more than 50 years in Toronto. 
He was associated for many years 
with H. W. Howland & Sons. In 
1929 he joined his son, Harry E. 
Foster, as vp and director of the 
family advertising agency. In later 
years he was active in the radio 
and television branch, Interna- 
tional Productions. 


Food Shopping Is Family 
Afttair, Survey Shows 

Feod store shopping is a family 
affair, according to a recent survey 
by Progressive Grocer, New York. 
Based on 10,000 interviews during 
a 12-week period, the study re- 
ports that out of every 100 super- 
market customers, 50 are women, 


Strauss Asks Revamp 

Strauss Stores Corp., New York, 
auto accessory and general mer- 
chandise chain, has filed a reor- 
ganization petition under Chapter 
11 of the Bankruptcy Act. The 
chain reported assets of $3,598,161 
and liabilities of $2,321,018. It 
spends about $250,000 annually in 
advertising, mostly in newspapers. 
The company will continue to op- 
erate, and the court has authorized 
it to continue advertising. The 
company proposes to pay its 700 
creditors 100% on the dollar in 
deferred payments over an eight- 
year period. 


Machcinski Named Exec VP 
Stephen A. Machcinski Jr. has 
been named exec vp of Adam 
Young Inc., New York, radio sta- 
tion representative. He formerly 
was general sales manager of 
Adam Young Inc. and its tv affili- 
ate, Young Television, On his new 
assignment Mr. Machcinski will 


Times-Picayune States daily 
circulation in metropolitan 
New Orleans is 10% greater 
than the number of tv sets 


Represented by 
JANN & KELLEY, Inc. 


The Cimes-Picanune 


NEW ORLEANS STATES 


work exclusively on radio. 


An Important Part of the Industrial Growth of 


MEMPHIS and the MID-SOUTH. 


newspapers. 


Circulation:* 
C. A. (M) 
C. A. (S) 247.850 


201,143 


31 men and 19 are children. High- 


est average purchases are made by | 
(1) couples shopping with chil-| 


PS. (E) 146.169 
* Pub. Stat. 9-30-'57 


dren, (2) couples and (3) woman | 


and child, 
has replaced Saturday as the fa- 
vored shopping day, with Thurs- | 
day not too far behind. 76% of 
total food purchases are made on 
Thursday, Friday and Saturday. 


WSIX Promotes Two 

George H. Morris, national sales 
manager of WSIX-TV since Oct. 1, 
has been named general sales man- 
ager, television, and Clarence 
(Bud) L. Waggoner, formerly 
commercial director of radio, has 
been appointed general sales man- 


vps, 


ager of WSIX radio. Both are also | 


in that order. Friday | 


| 


"Industrialized" 


want to share and capitalize on an expanding market 
. » . not just the City of Memphis alone, but the sur- 
rounding Mid-South Market blanketed with two fine 


ISLAND 


EVELOPMENT 


DENT’S 


AR PLANNED INDUSTRIAL 0 


PRES! 


4 $50 MILLION DOLL 


OPENED JUST 3 YEARS AGO 
and already 34 industries have 
moved in! It is forecast that, 
within the next 5 years many 
more firms will locate on this 
site of 7800 acres with so many 


recognized advantages. 


Memphis, known all over the country as the Cotton 


and Hardwood Capital, now boasts of more than 800 industries. This 
represents PLUS PURCHASING POWER! A $2!/2 Billion Dollar Market. 


Just plain logical reasoning for business concerns to 


Put it in CAPS 


THE 


OMMERCIAL 
PPEAL — 


MEMPHIS 
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Supplements No Menace 


Agency Man Says; Simplify Procedures, He Suggests 


To the Editor: I noted an article 
on the front page of your Nov. 18 
issue with the headline, “Supple- 
ments Drain Off Your National 
Advertising Dollars, Andersen 
Tells SNPA.” 

It is my opinion that Mr. Ander- 
sen is concerning himself unneces- 
sarily with the competition from 
the syndicated magazine supple- 
ments, The problem newspapers 
have with national advertisers is 
caused by the newspapers, them- 
selves, rather than by the syndi- 
cated magazines. 

We are currently running a 
newspaper campaign in over 100 
cities for one of our clients. In some 
instances we are using supple- 
ments (not including those that 
require buying the entire group); 
in other instances, independent 
newspaper supplements, and still 
in other instances, r.o.p. 

The complications involved in 
this program are enormous and 
are, I believe, standard operating 
procedure whenever programs of 
this sort are used by national ad- 
vertisers. We are featuring local 
store names in each advertisement. 
The discrepancy between the na- 
tional open line rate paid for by a 
national advertiser and the rate 
paid by local retailers is ridiculous. 
This, in itself, tends to discourage 
a national advertiser from running 
a program of this sort. Store after 
store has requested that the money 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Andersen to standardize their op- 
erations, bring their national rates 
more in line with the local rates 
and, in general, simplify the pro- 
cedures that must be followed now 
if they are sincerely interested in 
encouraging national advertisers 
to make greater use of newspapers. 

Dropping a syndicated magazine 
section and substituting an indi- 
vidual newspaper-owned color 
supplement is not the answer; it 
merely will further complicate the 
existing problems. 

Harvey A. Robbins, 
Alfred A. Silberstein, Bert 
Goldsmith Inc., New York. 


- = 
Disagrees With Ludekens 
on Art for Advertising 


To the Editor: The article in 
your Nov. 11 issue by Fred Lude- 
kens headed, “Good Advertising 
Picture Must Be Good Copy, Not 
Good ‘Art’,” keeps bothering me, 
like a pebble in the shoe. I’d like 
to remove the pebble. 

I certainly do not dispute Mr. 
Ludekens’ thesis about the func- 
tion of advertising, but his view of 
“art,” and decided preference for 
“pictures,” is hard to take. Art, 
says Webster’s, is “creative work 
generally...making or doing 
things that have form and beauty.” 
What’s wrong with that in adver- 
tising? 

Certainly there is a distinction 
between good and bad “art,” just 
as there is between good and bad 


to National Ad Dollars, 


expended be given to them in or- 
der to avoid paying the national 
rates. Doing this, however, defeats 
the purposes of a national adver- 
tiser using local newspapers; and, 
furthermore, unless it is part of a 
standard cooperative advertising 
policy, is illegal. 

The mechanical requirements 
vary greatly from city to city and 
newspaper to newspaper, and even 
where supplements are used, some 
are roto, others are letterpress; 
thus the production costs for the 
advertising program increase tre- 
mendously. 

Further, the information avail- 
able in Standard Rate & Data is 
not always complete and the out- 
of-town newspaper representatives 
often are unable to supply any in- 
formation that does not appear in 
Standard Rate & Data. 

The newspaper representatives 
cannot accept one order for all 
newspapers they represent. This 
adds further difficulties because 
the agency must write separate or- 
ders for each newspaper and, as a 
result, the bookkeeping costs also 
increase. 

These are only a few of the 
problems that occur when a na- 
tional advertiser attempts a local 
newspaper campaign and avoids 
the use of the syndicated magazine 
supplements. 

I think it would be much wiser 


pictures. Really good, creative 
“art” (meaning, I suppose, paint- 


for newspaper publishers like Mr. 


Julia 


ings, drawings, etc.) is incompar- 
able in many advertising situa- 
tions, as a “visual stopper” or for 
whatever other purpose. And by 
saying this I do not diminish the 
value of photography. 

Creative art, for example, can 
eliminate the clutter and extran- 
eous material that might mar a 
photo. There is the matter of sym- 
bolism—many of our clients have 
come to us simply because photos 
could not possibly express the es- 


Julia wields this force on 


MUrray Hill 8-5800. 


The Morse Code of advertising, as formulated 
by account executive Julia Morse, reads like this: 
The Force of Fashion moves the merchandise. As 
a v.p. and Fashion Director of Anderson & Cairns, 


—at home and abroad. Her merchandising projects 
have taken her to London on behalf of Lurex, to 
Paris for Lesur woolens, and to Stockholm for 
Facit business machines. She is probably the 
closest thing to perpetual motion you are likely to 
meet in this business, doubling after hours as mother 
of three, as well as v.p. of The Fashion Group, an 
international sorority of leading fashion spokes- 
women. At Anderson & Cairns, where we special- 
ize in The Quality Image That Sells, our creative, 
research and contact people draw heavily on Julia 
and her women’s point of view group for the sales- 


power of fashion, color and design. Result: 
Through our portals pass many of America’s best- 
dressed ads... best sellers, too. Come see for 


yourself. Call Jack Cairns—the number is 


sence of the idea they wanted to 
get across. Color is another of the 
many useful functions of the 
artist’s crayon and brush. 

Certainly the purpose of adver- 
tising is to deliver a message 


quickly, and with impact. We 
should eschew anything that les- 
sens this result. Surely creative 
“art” has proved itself so often in 
so many areas—newspapers, mag- 
azines, direct mail, brochures, 
point of sale, films, television and 
every other advertising form—as 
to be worthy of serious considera- 
tion in planning every type of 
campaign. 
Art Schlosser, 

President, Monogram Art Stu- 

dio, New York. 

* . * 
Totten Reports on His 
Reputation for Finance 

To the Editor: I found it most 
interesting reading about what I 
was reported to have said at the 
Dotted Line Club meeting of Nov. 
19 about inviting advertising man- 
agers to lunch and then finding 
myself without funds and sticking 
them temporarily with the tab as a 
good means to impress myself on 
them and make a sale. 

Since I wasn’t the author of this 
particular bit of sales wisdom I 
should undoubtedly sue ADVERTIS- 
inc Ace except for the fact that 
now that nobody will go to lunch 
with me any more I’m saving so 
much money that I might have dif- 
ficulty proving that I have been 
truly damaged. 

The Bureau has called me in for 
an audit of my last three years 


with particular reference to 
“Entertainment,” which include 
lunches bought. 


I was immediately blackballed 
in two clubs. 

All my bills now come in marked 
URGENT. 

My wife wanted to know what 
my reasons were for pulling the 
same scurvy trick on her, or was I 
just practicing? 

James H., (Pariah) Totten, 
James H. Totten Co., Publish- 
ers’ Representative, Chicago. 
AA erred in attributing to Mr. 

Totten an anecdote actually told 
by Al Becker of McGraw-Hill’s 
Chemical Week. Our apologies to 
both Mr. Becker and Mr. Totten. 

. e . 


Thumbs Up on Originality, 
but Down on Freakishness 

To the Editor: Let me suggest to 
Rodger Mitchell (AA, Voice, Oct. 
21) that the photographer is not 
necessarily the last word on his art 
or craft. I know I'll get slapped 
down by some of my fellow pho- 
tographers for siding with Mr. 


Mitchell. But I venture the far- 


behalf of all of our clients 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


¢ New York 22,N.Y. 
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from-original suggestion that there 
are photographers ...and photog- 
raphers. 

Mr. Mitchell hesitantly disa- 
greed with a photographer who 
told him the most important in- 
gredient in a photograph is “orig- 
inality.” He wants to know if it is 
“fair to say originality is ‘newness,’ 
something ‘different,’ or at the 
very least, something ‘highly un- 
usual’.” 

There is an unfortunate motto 
among photographers, as among ad 
people generally: If you can’t 
make it better, make it different. 
This is a hidden motivation for the 
crazes we go through. I chuckled 
this week at newspaper-columnist 
Earl Wilson’s quote from two pho- 
tographers: “Did you win any 
prizes in the Popular Photography 
contest this year?”...“No, this 
year I didn’t take any out-of-focus 
pictures.” 

Originality in a photograph is 
more important than Mr. Mitchell 
thinks—but not the freakishness, 
incomprehensibility, whim, or just 
plain being different that usually 
masquerades as originality. This 
kind of phony “originality” serves 
only to sell the photographer, rath- 
er than the product. 

Mr. Mitchell places originality as 
a dispensable last of five important 
features of an ad photograph, the 
others being (if I may summarize) 
applicability, proper audience ap- 
peal, theme-illustration or story- 
telling, and quality of production. 
I would suggest that originality is 
an important first in that list. It is 
a measure of the amount of imag- 
ination the photographer uses in 
blending the other four ingredients 
into a palatable whole. 

The original photographer is the 
man who knows every trick in the 
book (from extreme sharpness to 
fuzziness, from action-blurring to 
action-stopping, from high-key to 
texture-emphasis, from miniature 
and candid to large-negative and 
carefully-composed, from the psy- 
chology of handling models to the 
psychology of handling readers) 
and knows when, how and why to 
use which, so that the finished pic- 
ture catches attention, tells a story, 
and sells the product. 

It isn’t hard to evaluate a photo- 
graph. Just apply to it, as closely 
as possibie—allowing for the dif- 
ference in the nature of the medi- 
um—the same rules you apply to 
the finished, type-set copy. Will it 
catch the reader’s eye? Will he 
then read it? Having read it, will 
he understand it, and know it ap- 
plies to him (or her)? Will he or 
she relate himself or herself to it? 
Will the reader come away know- 
ing something about the product 
(or service) he never knew before 
—and believing it? 

Rus Arnold, 
Chicago. 
* — e 
‘Mistakes in English’ 
Was Sackheim’s Opus 

To the Editor: On Page 110 of the 
Nov. 18 issue of ADVERTISING AGE I 
was pleased to see the news item 
about my new book, “Making Ads 
Pay.” However, there is an error 
in the news item. It is true that I 
wrote the ad “They Laughed When 
I Sat Down at the Piano,” but I did 
not write the ad “Do You Make 
These Mistakes in English?” As 
pointed out on Page 78 of my book, 
this famous Sherwin Cody ad was 
written by Maxwell Sackheim, who 
is president of the Maxwell Sack- 
heim Advertising Agency. 

John Caples, 

Batten, Berton, Durstine & Os- 

born, New York. 
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Prudential Picked the 
Wrong Locksmith 

To the Editor: Gordon C. Ander- 
son of Knox Reeves Advertising 
(Voice, Nov. 18) is not the first 
person to notice the fact that the 
doorknob in the attached Pruden- 
tial ad would safeguard no home, 
no matter how effectively the Pru- 
dential might do that job. Here is 
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one of those hazards of advertis- 
ing: neither the photographer nor 
the art director on the job were 
knowledgeable locksmiths and we 
have no choice but to adopt the at- 
titude that the little boy in the 
photograph is, after all, not only 
laughing extra hard just because 
Daddy is coming home, but be- 
cause he sees, as Mr. Anderson did, 
that the lockwork has been goofed. 
We receive a great deal of mail 
on our Prudential advertisements 
and tv commercials and are always 
delighted to discover that readers 
recognize that such a mistake as 
this one does not belong with the 
name of Prudential. 
Walter Henry Nelson, 
Public Relations Manager, 
Reach, McClinton & Co., New 
York. 


Swirl Design Demonstrated 
Printability of Texoprint 

To the Editor: As a not too in- 
nocent bystander who knows 
something about Texoprint, I take 
issue with William Rooney, who 
protested about the trend to “swirl 
designs” in the Nov. 25 issue of 
AA. 

It’s a matter of opinion as to 
whether swirls are for the 
squirrels, but it is a fact that 
swirls do have very fine lines. And 
that’s where I take issue. These 
very fine lines serve to demon- 
strate the “printability” of Texo- 
print, a most unique Kimberly- 
Clark paper. 

I can’t vouch for Shell. Why they 
should want swirls in their ads is 
beyond me. Let them handle their 
own defense. But as for the Texo- 
print ad, it was successful. 

When the urge to be different 
makes us all look alike, then it’s 
time to forget about differences 
and sameness and concentrate on 
creating ads that work. And my 
point is this—the Texoprint ad 
worked very well. 

Russell Parker, 

Burnet-Kuhn Advertising Co., 

Chicago. 


No Cowboy, Maverick 

To the Editor: I would like to 
suggest that your reporter, Mau- 
rine Christopher, watch the tele- 
vision show ‘“Maverick”—which 
she wrote so fluently about in 
your Nov. 11 issue, entitled: “TV 
Viewers Confound Slide-Rule 
Forecasts.” 

She calls Maverick a “slow- 
talking cowboy.” Maverick may 
talk slowly—but, if she watches 
the show, she will learn that Mav- 
erick is a GAMBLER and NOT a 
cowboy. 

Leon Seelig, 

Seelig & Co., Advertising, St. 

Louis. 


Viceroy’s Over the Hill on 
Repetition, Adman Suggests 
To the Editor: Within the com- 
pact area of a TV Guide page and 
100-or-so words of copy, a recent 
Viceroy cigaret ad mentioned 
“twice as many filter traps” five 
separate times, “20,000 filter 


taste” three times, “extra smooth- 
ness” twice more for good meas- 
ure. Is Brown & Williamson try- 
ing to go over the Hill (G. W.) 
with repetition for repetition’s 
sake? 

George N. Lucas, 
S. A. Levyne Co., Baltimore. 


es 


Agrees With Armstrong That 
Forks Are to Eat With 


To the Editor: We heartily 
agree with Andy Armstrong’s 
sound observations on the subject 
of silverware advertising (AA, 
Oct. 28). 

“Forks are to eat with”’—and 


Wallace Silversmiths, in the ad- 
vertising we have prepared for 
them, make this point smartly 
and dramatically. 
Mr. Armstrong’s forthright com- 
mon sense is very refreshing. 
Arkady Leokum, 
Creative Director, Grey Ad- 
vertising Agency, New York. 


A Change for the Better 

To the Editor: I read an article 
the other day by an advertising 
executive that glamor was on the 
decline in favor of the conserva- 
tive. 

The “gray flannel suit” of Mad- 
ison Ave. was giving way to the 
“blue serge” and tricky appeal to 
common sense thinking. 

I am sure if advertising is sell- 
ing, one will be sold only once if 
he loses confidence. This means 
keep it sound and only try to 
reach the public through real 
facts. 

Old-time thinking is still good 
and new ideas make excitement, 


but are not always the best sell- 
ers. 

You can’t buy experience but 
hard knocks do make a man think 
and learn. 

Don’t squeeze the good out of a 
good man and then throw him in 
the ash can. Let him think, create 
and work hand in hand with the 
youngster beaming with good 
| ideas. 

It will be a winning combina- 
tion and youth plus experience, I 
am sure, will make advertising 
progress and client results in- 
crease. 

Think it over! 
An Old Timer, 
New York. 


Number Qne 


SAN FRANCISCO 


KOBY 


HERMAN WOUK: 


*LOOK FOR ‘ 


traps” four times, “smoother 


— 


‘COTTON” OR 


“RAG” 


“A fresh, white sheet of paper is as beautiful to a writer and as challenging as a block of marble is to a sculptor.” 


Mr. Wouk, author of “Marjorie Morningstar,” is a Pulitzer Prize winner. 


What do you value most in a paper? Beauty? Durability? Dependable perform- 
ance? These historic qualities of cotton fiber papers are unexcelled by any other 
type. The fiber that goes into these papers, and the special equipment and proc- 
esses used in making them, represent quality papermaking at its best. You buy 
with confidence when you specify cotton fiber papers. 


YOUR SUPPLIER KNOWS ... why papers made of cotton fiber (25% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 
drawing, tracing, blue print and other papers. 


IN THE WATERMA 


Better papers are made with Cotton Fiber“ 


BETTER 


eee 


PAPERS 


RK OR LABEL 


@Cotton Fiber Paper Manufacturers, 122 East 42nd 8t., N.¥.C, 
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Mickley Joins Proctor 

William G. Mickley has been 
named assistant advertising direc- 
tor of Proctor Electric Co., Phil- 
adelphia, a new position. He for- 
merly was advertising manager of 
Supp]! ee-Biddle-Steltz Co. and 
Peirce Phelps Inc., Philadelphia 
housewares distributor. 


astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
Al arl supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AA-245 + WILTON + CONF 


Rogers Names Ritter: Boosts 
‘Purchasing News’ Frequency 

Rogers Publishing Co., Engle- 
wood, Colo., has named Ronald P. 
Ritter promotion manager for Pur- 
chasing News. He formerly was re- 
search director of Rogers. 

The publication also has an- 
‘nounced that Purchasing News, a 
magazine for purchasing men in 
metalworking plants, will be pub- 
lished every other week instead of 
monthly, beginning with the Jan. 
13 issue. 


‘N. Y. Journal’ Promotes Meyer 

Philip L. Meyer has been named 
classified advertising director of 
the New York Journal-American. 
He had been serving as acting clas- 
sified manager since the death of 
John L. Irvin last June. Prior to 
joining the Journal-American, Mr. 
Meyer was classified advertising 
manager of the Baltimore News 
Post & American. 


STUCK 
ON THE 
SAME 
OLD JOB? 


Are you ready for something far 


more challenging and rewarding? 


Then, shoot for the job you really 
want (spell it out) with a classified 
ad in The Advertising Market Place. 


Your cost is low—your chances 
amazingly good. For your Ad Age 
message reaches almost 150,000 
advertising, selling and marketing 
executives in the United States and 
Canada—the top brass with the au- 


thority to say “You're Hired!” 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


1___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


DRAMATIC—Design animation and conventional photography are com- 
bined in a new 12-minute, 16mm color sound movie for Texoprint 
Kimberly-Clark Corp.’s latex impregnated printing paper. The mak- 


er of the film (stills shown here), 

ates, Chicago, says that the film has “a refreshing absence of irrele- 

vant views of factory and whirling machinery. The product is the 
thing.” 
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Morton Goldsholl Design Associ- 


Mutual Names Ostby, 
Revamps Setup With 
Don Lee Stations 


New York, Dec. 11—Norman J. 
Ostby has joined the Mutual 
Broadcasting System in the newly 
created post of general manager of 
its West Coast division. He former- 
ly was vp in charge of station rela- 
tions of the Don Lee Broadcasting 
System. 

Mr. Ostby’s appointment fol- 
lowed the completion of an agree- 
ment between Mutual and Don Lee 
for Mutual to begin providing di- 
rect service to the 58 current Mu- 
tual-Don Lee affiliates, as of Feb. 
1, 1958. 

These western stations pre- 
viously had been linked as a unit to 
Mutual and divided their daily 
schedule between Mutual and Don 
Lee. Now they will sign individual 
contracts with MBS. 

Under the revised setup Don Lee 
continues as a regional network 
but will program only two hours 
daily. No money reportedly will 
change hands. Mutual takes over 
the AT&T line contracts formerly 
held by Don Lee. 

Mutual’s West Coast division will 
be temporarily headquartered in 
Don Lee’s offices, at 1313 N. Vine 
St., Hollywood. # 


James A. Linen |r. Dies 

James A. Linen Jr., 73, chairman 
of International Correspondence 
Schools World Ltd. and father of 
James A. Linen 3rd, publisher of 
Time, died Dec. 5 in his home in 
Waverly, Pa. Mr. Linen joined the 
board of directors of International 
Educational Publishing Co. in the 
1920s. The company in 1906 had 
bought the rights to International 
Correspondence Schools outside 
the U. S. and Canada. Mr. Linen 
became president of the company 
in 1937, serving until 1955, when he 
became chairman. 


Westvaco Net Dips 

West Virginia Pulp & Paper 
Co.’s net income declined 27% for 
the fiscal year ending Oct. 31 de- 
spite a record sales volume. The 


company’s net was $11,968,000 
compared with $16,331,000 for the | 
preceding fiscal year. Sales for fis- | 
cal ’57 amounted to $191,261,000) 
compared with $187,621,000 in fis- | 
cal 56. Continued increases in la- | 
bor costs, materials and freight 
contributed to the lower net, the 
company said. 


Power Groups Use 
‘Electrical West’ 


Stories in Recruiting 


San FrANcisco, Dec. 10—A book- 
let of first-person stories from 
Electrical West, written by young 
electrical engineers, is being used 
by western industry leaders in 
beating the college campus bushes 
for talent. 

The articles, describing the op- 
portunities in the electric power 
industry, first appeared in the No- 
vember issue of Electrical West. 

The 32-page reprint booklet, 
called “The Challenge of Electrical 
Power,” is being distributed to ev- 
ery engineering student in 11 
western states by three associa- 
tions: Pacific Coast Electrical 
Assn.; Northwest Electric Light & 
Power Assn., and Rocky Mountain 
Electrical League. 

The staff of Electrical West de- 
veloped the idea for the promotion 
and handled the mechanical and 
editorial work. Individual utilities 
supplied the young’. engineers 
who are featured. The associations 
have helped in underwriting the 
costs. 


® Typical stories in the booklet 
concern testing power circuit 
breakers, using a digital computer, 
mapping the path for new power 
lines and laying undersea cable. 

C. W. Leihy, editor of Electrical 
West, says in the foreword: “For 
those who are about to choose a 
career in engineering, we hope this 
peek at young engineers at work 
in the 60-cycle field will show that 
the industry has opportunities, un- 
limited, to appeal to every taste or 


|engineering preference.” + 


MAXIMUM Spender Impact 
for MINIMUM Dollars 


Buffalo 


If you want maximum spender impact for your 
money~more advertising for your dollar concen- 
trated on those with more dollars to spend—plan 
your advertising in the Morning Courier-Express. It 
carries your sales message to the top 45% of the 
families in ABC Buffalo—to nearly 4 of all families 
in the 8 Western New York counties that constitute 
the Greater Buffalo Market. It carries it to them in 
a clean paper where visibility is high—in a paper 
packed with news and features that insures readers. 

And for SATURATION among 491,300 families 
in the 8 Western New York counties, use the Sunday 
Courier-Express—the state's largest newspaper out- 
side of Manhattan— your most potent sales force in 
reaching aneffective buying income of $2,674,340,000, 


ROP COLOR available both daily and Sunday 
Member: Metro Sunday Comics and Sunday Magazine Networks 


COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


EVEN IN SWEDISH IT’S: “Sell the POST 


INFLUENTIALS —they tell the others!” 


Overtyga de INFLYTESRIKA lasarna av 
POST-— och de kommer att fora det vidare! 
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Media Rep Must Become Consultant 
as Marketing Concept Grows: Carter 


Media Buyer Needs Aid, 
Not Sales Pitch, Says 
Bank of America Ad VP 


HoLLywoop, Dec. 10—Current 
conditions are made to order for 
media salesmen to develop closer 
working relations with agencies 
and clients than ever before, Glenn 
Carter, assistant vp for advertis- 
ing and public relations of the 
Bank of America in Los Angeles, 
told members of the Hollywood 
Advertising Club last week. | 

Mr. Carter says this opportunity | 
for med.a representatives springs | 
from the trend toward integrated 
marketing operations. Supporting 
his statement he quoted from a 
headline in the Nov. 25 ApDvERTIS- 
ING AcE: “Marketing Trend Makes 
‘Advertising’ Obsolete Designa- 
tion.” 

These changes make necessary 
a revaluation by the representative 
when he determines his position | 
in marketing, Mr. Carter said. In 
his opinion, a space representative | 
must become a media consultant. 
The harassed media buyer does not 
need someone to sell him some- 
thing. Instead he needs someone 
who will help him buy something. | 


@ Mr. Carter asserted four char- 
acteristics are desirable in a media 
consultant: 


e He must be well informed about 
new advertising campaigns and 
late developments in marketing. 


e He must be well informed about | 
the prospect’s advertising and| 
sales problems. 


e He must be well informed about | 
his prospect’s competitors. 


e He must be in possession of all | 
available information that might | 
have a bearing on the success of 
the prospect’s marketing plans. 


The media consultant also must | 
be creative, in terms of seeing (1) 
new ways of using his own medi- 

m; (2) new ways to use combina- 
tions of media; (3) new ways to 
check the results of campaigns in 
his medium and (4) new relation- 
ships between the market his me- | 
dium reaches and the sales objec- | 
tives of his prospect. 

The media consultant should be | 
objective about the impact of 
changing marketing conditions up- | 
on his medium, about comparisons | 
of his medium with competi 
dia and about his own role in the} 
total marketing picture. 

Finally, the media consultant | 
will be of service in terms of com- | 
pact, orderly and complete presen- | 
tations used to solicit accounts; in 
terms of seeking the maximum co- 
operation from the medium’s home 


office for each of his prospects; and | ~ 


after the sale. 


= At the meeting, ten publishers’ | 
representative firms were named 
as having emerged on top in a poll 
among Pacific Coast advertising | 
agency space buyers, made by | 
Richard Fanning, publisher of Ad- | 
vertising Agency Register. The me- | 
dia buyers were asked to vote on| 
the basis of regular contact; in- | 
formation about his publication; | 
service and market ene | 
respect for the buyer’s busy sched- 
ule; respect for competition; as 
ly presentation; knowledge of his 
subject; ability to provide sound | 
ideas; always on time for appoint- 
ments; neat and business-like ap- 
pearance. 

James Speer, Speer Advertising 
Agency, Los Angeles, president of 
Western States Advertising Agen- 
cies Assn., made presentations to 
the winners: McDonald-Thomp- 
son, first place; Robert W. Walker 


rasan apy 
at) 


Co., second place; Ray C. Watson 
Co., third place. Gold medals went 
to Bob Wettstein & Associates, 
Whaley-Simpson Co., Duncan A. 
Scott & Co., Maurice A. Kimball 
Co., The Menne Co., Jack O. 
Hodges, and Dillenback & Galavan 


Co. # 


Macdonald Heads Plans Board 
Tyler Macdonald, with Hixson & 
Jorgensen, Los Angeles, for 12) 


years, has been appointed chair- 
man of the plans board of the 
agency. Mr. Macdonald was named 
vp and group account supervisor 
in 1953. Creation of a permanent 
plans board is the final step in the 
agency’s two-year program for in- 
tegrating its marketing, account 
service and creative facilities, Rob- 
ert H. Hixson, president, said. 


MONTH! 


POPULATION INCREASE: OVER 


1000 PER 


Metropolitan Area: 237,800 


Corporate City Limits: 
101,200 
* Standard Rate & Data Service 11/15/57 


; ppinientst «> cameadl 


ae Arizona aie << 


which in each 


major markets 

attracts more 
listeners to the 
Storz Stations 


than to any other 


STATION = 


. immediacy 
is first. . 


of these . 
is first . 


Where there's a Storz Station .. . there's immediacy 


MINNEAPOLIS-ST. PAUL... WDGY 
All-day average. Proof: Hooper (31.3%) .. 
Blair or General Manager Jack Thayer. 
KANSAS CITY. ..WHB 


. . All-day. Proof: Metro Pulse, Nielsen, Trendex, Hooper, Area 
Nielsen, Pulse. All-day average as high as 48.5% (Nielsen). See Blair or 


General Manager George W. Armstrong. 


is first . 


MIAMI. ..WQAM 


is first . 
Area Pulse ase 


NEW ORLEANS... .WTIX 


. All-day. Proof: Hooper (25.9%) . 
General Manager Fred Berthelson. 


. All-day. Proof: Hooper (38.1%) 


. Trendex. See Blair. . 


Sg 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Kansas City 


REPRESENTED BY ps A BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


. Trendex ... Pulse. See 


. Pulse. See Adam Young or 


...» Pulse ... Southern Florida 
. or General Manager Jack Sandler. 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


IVE BEEN DODGING 
SPUTNIKS Ano MUTTNIKS 
ALL NIGHT TO GET HERE 
— AND WOW JOHN 
BURGOYNE HANOS 
ME A LIST T0 CALL 
ON THATS AS LONG 
AS A WIGHT AT THE 
WORTH POLE f 


"e Dippy, Ernie Doepke, 


4, Hugh Doney, Hap Dont} 
oe Doyle, Larry Doyle, 7 Draper, J 
tt, Howard DuBois, An 

ing, John Eggers, Bob Elr 
ohn Erickson, Art Essling¢, 


Gromer, Haak Groseth, 
Haeger, Bill Hagenah, 
Hardesty, Clarence Harding, 
darv Harms, Marion Harger, 
Haupt, Ralph Head, Dic! R 
dng, Carl Hertzberg, Bob] Holman, Eri 
%, Ted Honaker, Larry 
urt, Chan Hurley, Norris 
try Jaffe, Dave Jaickt 
Jensen, Bob Jobson, Ar 
m, Lyle Johnson, Shields Jph 
Jesse Joseph, Joe Kelley, 
te, Bill Kinnaird, Jack | 
Marty Krautter, Gus 
, Clarence Kuipers, Ken L4 
Bob Lavidge, Norm LeVali¢y, Gorden 
ariin Lillard, Bill Lincer, 
¢ Little, Herb Little, Ch 
srigida, Bob MacDonald,) Geor 
@n, John Maddox, George M 
mey, Earl Maloney, Herb | 
, Stan Marsh, Rod =i) » 


Maytham, Jim McAnulty, 
McCarty, Frank McCord, 
McLain, Jim McLain, Mbnty McKinn 
fe McNaull, Art Menadier 
fennell, Jim Merriman, 
1. Fred Mitchell, Marilyn j 4 
*, Homer Moyer, Bill Mulfn, Mike M 
dullins, Ted Murray, J x Nagel 


Bill Menne, & 


Joe Nelson, Roy Newmeyef, 
Nims, Garrett Noonan, ¢ 


Ochler, Gene Olson, Stdve Osborn, 
‘4d, Charlie Partington, 8 
Perry, Bill Peters, Reg 


*Even in 2-pt. type we can 
no longer squeeze all our 
friends into this column by 


are still as personal and 
sincere as they have always 
been. 
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FIRST MATIONWAL BANK BLDG., CINCINNATI 2, OHIO 


Van Grundy 

EFFECTIVE MODELS—Bathing beauties were very much in place at the 

Houston convention of the National Swimming Pool Institute, evi- 

dence pretty Mercedes Van Grundy, Pat Brinkley and Margie Kron- 

enberger trying out one of the six pools on display. The gentleman 

is Bob Hoffman of Swimming Pool Age and president of the insti- 
tute, which he helped organize last year. 


Swimming Pool Volume Will Hit $600,000,000, 
Ad Expenditures $13,000,000 in ‘58: Hoffman 


Houston, Dec. 10—The swim- 
ming pool industry will spend 
about $13,000,000 on advertising in 
1958, an increase of nearly one- 
third over the estimated $10,000,- 
000 spent this year. 

Bob Hoffman, first president of 
the National Swimming Pool In- 
stitute and publisher of Swimming 
Pool Age, made this forecast last 
week in a talk to members of the 
institute at their first annual con- 
vention in Houston’s Shamrock 
Hilton Hotel. The institute was 
organized last year and this year 
drew an overflow crowd of about 
500 to the convention. 

Mr. Hoffman predicted that the 
nation’s builders will construct 
and install 57,000 pools in 1958 
for a dollar volume of about $600,- 
000,000. This is a considerable gain 
over the current year during 
which, according to a marketing 
survey made by his magazine, 45,- 
000 pools are being built and in- 
stalled for a dollar sales volume 
of just over $500,000,000. 


s Swimming pools are becoming 
the current “status symbol,” com- 
mented Don Pruess, exec vp of In- 
ternational Swimming Pool Corp., 
which makes and sells Esther Wil- 
liams pools. As such, a swimming 
pool in the back yard gives a fam- 
ily the same status as a pleasure 
boat on the nearest lake and re- 
places the most recent status sym- 
bol, the family Cadillac. 

Most advertising is local, Mr. 
Hoffman noted in his talk to the 
builders and suppliers. Most popu- 
lar media are newspapers and 
classified directories; the advertis- 
ing volume in newspapers during 
1957 was figured by Mr. Hoffman 
to be around $2,000,000, and that in 
directories at around $1,000,000. 
Radio and tv are making a dent 
in the advertising budgets, Mr. 
Hoffman said, with 1957 billings 
at about $200,000 for each medium. 

Most of the remainder of the 
national aggregate of advertising 
went into catalogs, direct mail and 
similar approaches, with only a 
relatively small amount to maga- 
zines, according to the survey made 
for Swimming Pool Age and re- 
ported by Mr. Hoffman to the con- 
vention. 

Of the builders and dealers who 
answered the questionnaire (and 
Mr. Hoffman warned that this 
group runs a little above the over- 
all national average, allowing for 
the likelihood that smaller opera- 
tors are less likely to answer), 


Hoffman 


Brinkley Kronenberger 


91% use some form of local adver- 
tising. 

The same 91% use classified 
directories, he reported, spending 
an average of $632 a year. 76% 
use newspapers, spending an aver- 
age of $1,556 annually; 18% use 
radio time and their average ex- 
penditure is $646, while 12% use 
tv time and pay an average of 
$1,161. 

But this doesn’t include the 
handful of big pool retailers, sever- 
al of whom had local advertising 
budgets of over $100,000 each, Mr. 
Hoffman explained. 

Best source of new business is 
still referrals from satisfied cus- 
tomers, he reported, but newspa- 
per ads and classified directories 
eaeh provide sizable percentages. 

Magazine advertising is favored 
by the one company which prob- 
ably has the largest single share 
of business nationally, the maker 
of Esther Williams pools. Mr. 
Pruess said the company for 1958 
plans a continuous magazine pro- 
gram in such media as Life. Local 
tie-in advertising will back this 
up in newspapers, and this cam- 
paign will be heavier in April, 
May, June and July. 

Mr. Pruess estimated his cor- 
poration’s ad budget at $750,000 
this year, and says it will go to 
$1,000,000 next year. Wilson, 
Haight, Welch and Grover is the 
agency and Charles (Chick) Park- 
er, vp, the account supervisor. 


s While many dealers and build- 
ers are selling their pools on the 
appeal of quality or price, Mr. 
Pruess says his company has sold 
5,000 pools since 1955 by merchan- 
dising and promotion. (“Our steel 
is just as good,” he commented, 
“but people would rather buy 
‘prestige.’ Swimming pools are the 
new status symbol.’’) 

Old-line suppliers of equipment 
and basic materials are watching 
to see whether the marketing trend 
is to package deals or to individual 
deals each tailored to the situation 
of the buyer. Many equipment men 
would rather see each pool sold 
on the basis of what sizes, kinds 
of equipment and landscaping the 
individual family needs but they 
concede the popularity with the 
average family of signing and seal- 
ing a deal for “one pool, installed.” 

“Residential pools are still be- 
ing sold mainly as complete pack- 
ages, including necessary equip- 


ment,” Mr. Hoffman reported. | 
But he added that 1957 is seeing | 


a slight drop in package deals, in- 
dicating an effort by the builders 
to keep prices down. 


s Mr. Hoffman reported the sur- 
vey shows that many dealers are 
neglecting the servicing side of the 
swimming pool business. Monthly, 
bi-weekly and weekly service calls 
with chemicals and other needs 
can add up to a steady business, 
he pointed out. 

The swimming pool business is 
becoming nationwide, Mr. Hoffman 
commented. Biggest percentage in- 
creases are in the East and Mid- 
west, he said. But the largest vol- 
ume is being done in California, 
particularly southern California, 
and around the big cities along the 
southern tier of states—Phoenix, 
San Antonio, Miami. 

Installment financing is helping 


these sales grow, Mr. Hoffman 
stated. 
And so are new dealerships 


growing, Mr. Pruess pointed out. 
By the end of 1958 he hopes to 
have an organization 1,000 strong. 
The agency which handles the 


Houston local advertising of the) 


Esther Williams distributor, Good- 


lished a brochure which the na- 
tional company uses for a model 
on how to open a new distributor- 


| ship. 


= The 200 exhibits in the swim- 
ming pool exposition in the Sham- 
rock Hilton Hotel showed some of 
the newest gimmicks in pool busi- 
ness. 

The U. S. Pool Corp. is showing 
a one-piece swimming pool made 
out of fibrous glass. Dig a hole of 
the right size and shape in the back 
yard, fit the pool and equipment 
into it, and in three days you can 
invite the neighborhood for a swim. 

Residential pools now come in 
any of about 20 standard shapes, 
a considerable increase over the 
old reliable rectangle with which 
the industry started. 

Accessories include not only fil- 
ters and diving boards, but also 
water heaters, pool covers (for 
safety and beauty), prefabricated 
cabanas and lawn furniture. + 


Young Joins ‘New Yorker’ 
Richard G. Young, formerly 
western manager of Town & Coun- 


\try, has joined the Chicago sales 


win-Dannenbaum Inc., has pub-|staff of The New Yorker. 
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Manufacturers who advertise in 


OSonnie Hubbarda Kupboard 


(ABC circulation over one million — reaching 
two out of three homes, see Standard Rate 


and Data). 


get realistic and effective store- 
level support from these retail 
food stores—the largest indepen- 
dent organization in northern 


California. 


only *395-°° per participation 
*THE ONLY MEDIUM THAT CAN MAKE THIS STATEMENT 


FOR MORE INFORMATION . . . CONTACT 


Odonnie Hubbard KUPBOARD 


685 —6th STREET 


* SAN FRANCISCO 
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EWRR Is Beset by 
‘Post-Merger Problems’ 


(Continued from Page 1) 


as exec vp and Detroit manager of 


R&R, left the agency last month. 


e Anew account executive is to be 
named next week on Brown-For- 
man Distillers to replace John To- 
land, who recently moved to War- 
wick & Legler. The Brown-Forman 
account was the largest piece of 


ot & 


Tod Reed 


if 


John Toland 


business contributed by Ruthrauff 
& Ryan to the merger; to ease the 
B-F account’s way into the com- 
bination, Erwin, Wasey resigned 
McKesson & Robbins liquor divi- 
sion. 


e The merger has been accompa- 
nied by the snap of shuttered of- 
fices. The R&R Detroit and St. 
Louis offices have been closed; Er- 
win, Wasey offices in Minneapolis 
and Oklahoma City have been sold 
to employes. 


® The resignations of Ken Beirn 
and Bourne Ruthrauff were an- 
nounced by David B. Williams, 
president of EWRR, in a couple of 
brisk two-line communiques earli- 
er in the week. Mr. Beirn is ne- 
gotiating with a trio of agencies; 
Mr. Ruthrauff is said to have “no 
fixed plans.” 

Mr. Beirn was the reason H. K. 
Porter Co. went to Ruthrauff & Ry- 
an. On this point, Philip Wallach, 
advertising and public relations di- 
rector, told ADVERTISING AcE: “We 
don’t know what we’re going to do. 
We came to Ruthrauff & Ryan be- 
cause of Ken. That doesn’t neces- 
sarily mean we will go because Ken 
left. We've been seeing agencies 
right along—I had lunch with Wal- 
ter Weir [exec vp of Donahue & 
Coe] and Emerson Foote [board 
chairman of Geyer Advertising] 
last week. We may pull out. Cer- 
tainly I want more of Jack Leg- 
ler’s time if we stay. 

“If Beirn went to an agency that 
could handle Porter, I’d be very 
much interested.” 


@ H. K. Porter Co. was saved for 
EWRR by a backhanded stab a 
couple of months ago. After the ac- 
count was resigned by R&R, due 
to a client conflict with Erwin, Wa- 
sey’s McGraw Electric, Mr. Wal- 


lach reluctantly agreed to have 


his account handling shifted to 
EWRR’s Philadelphia office, and 
the $1,700,000 Porter account 
($900,000 commissionable) was put 
in uneasy abeyance. 

Mr. Beirn has been closely as- 


sociated with Bon Ami Co. during | 


its tenure as a client of Ruthrauff 
& Ryan and EWRR. The company 
had no comment to make as to the 
possibility of its following Mr. 
Beirn. 

Observers have detected some 
unrest at Bon Ami following the 
EWRR merger, stemming in part 
perhaps from a fancied change in 
status. Bon Ami represented a 
showcase account which R&R ped- 
dled to show its merchandising and 
marketing know-how in bringing 
Jet Bon Ami to market. 

Early in November, the company 
placed a trio of new products with 
Kastor, Farrell, Chesley & Clifford. 
The products are in the test stage. 


® Mr. Ruthrauff has been the 
agency’s supervisor on General De- 


| ignation 


velopment Corp. He handled Sun 


Oil, and also Packard when the 
agency had the automobile compa- 
ny account. Recently he has been 
in charge of R&R work for Out- 
board Marine International, the 


Air Force and the Advertising 
Council. His departure—no date is 
yet set—will mean that no Ruth- 


rauff or Ryan is working in the 
agency; F. B. (Barry) Ryan Jr. is 
a consultant, living in Florida. 


s Mr. Reed, who currently is in 
New York, told AA that he has not 
relocated, and that he “is in no par- 
ticular hurry.” Regarding his res- 
last month, Mr. Reed 
would only say that “the general 
agency operation was not to my 
liking” and that he didn’t see eye 
to eye with management on a num- 
ber of things. 

Mr. Reed, who was an exec vp 
and director of R&R, was with the 
agency 19 years. He moved to New 
York several months ago when the 
Detroit office was closed to head 
up the Sun Oil account. He main- 
tains homes in Birmingham, Mich., 
and New York. 

The closing of the offices is not 
complete. The Detroit office— 
which R&R had kept after losing 
Packard—was quietly closed Sept. 
1. The St. Louis office is theoret- 
ically open until the end of the 
year. Oscar Zahner, senior vp, who 
has had charge of 
the St. Louis of- 
fice for 32 years, 
has opened an 
advertising con- 
sulting office in 
the Railway Ex- 
change Bldg., St. 
Louis. Mr. Zahn- 
er resigned from 
EWRR two weeks 
ago, but will su- 
pervise the office 
until the end of 


Oscar Zahner 


the month. 


A longtime R&R man, Mr. Zahner 


opened offices for the agency in 
Dallas, Houston and Mexico City. 


Meantime, EWRR shuffled per- 
sonnel in its St. Paul-Minneapolis 


office. James Walker, a vp, was 


named senior vp in charge of the 


office. William Amundson, former 


head, was named vp in charge of 
creative services. 


s While these changes were being 


made in personnel and offices, the 


agency was confronted with a cru- 


cial account change situation. Sun 
Oil 
agencies for its $3,500,000 account. 


Co. has been interviewing 

Willard Wright, Sun marketing 
vp, told AA yesterday the com- 
pany had not made up its mind 
about changing agencies. He de- 
clined to comment on a report that 
had Sun narrowing its choice to 
Sullivan, Stauffer, Colwell & 
Bayles or William Esty Co. He said, 
“We have no idea when we are go- 
ing to make a decision—definitely 
not this week.” 


In sum: The agency had 
j\trimmed its executive pagoda | 
|sharply, had lopped off some 


branch offices, and was battling 
for a major account. 


s Meantime, the top level of the 
big agency was maintaining a stout 
confidence, and talking equably 
about the problems inherited in a 
major merger. 

“These are problems intrinsic in 
any merger.” This was the reac- 


tion of three top EWRR executives 
to the departures of Messrs. Beirn | 


and Ruthrauff and Madison Ave. 
gossip about the turmoil at 711 
Third Ave. 

In a joint interview with ADvER- 
Tistnc AGE, David B. Williams, 
president; Robert Watson, board 
chairman, and Jere Patterson, exec 
vp in charge of the New York of- 


fice, expressed confidence that the 
agency will pull through in fine 
shape, even conceding the loss of 
the $3,500,000 Sun Oil account. 

They denied vehemently that the 
agency was in any kind of trouble 
beyond the problems created by the 
biggest agency merger in advertis- 
ing history. 

Pointing out that the merger only 
became effective Oct. 1, they noted 
that the agency had set itself a goal 
of six months to get cleared away. 


s “We are on target,” Mr. Williams 
said. Mr. Patterson went one better 


Robert Watson David Williams 


by saying, “We're even ahead of 
schedule.” 

Mr. Williams said the problem of 
evaluating one person against an- 
other for a particular job was a 
tough one—“and we sweated blood. 
It’s almost like playing God, and 
you don’t like it.” 

Mr. Williams said he had cast the 
deciding vote for the merger at Er- 
win, Wasey, and “my views have 
remained completely unchanged. 

“We have the same objectives. 
We said at the first board meeting 
that the future was going to be Er- 
win Wasey, Ruthrauff & Ryan and 
the hell with the past,” he said. 

Mr. Williams said he had gone 
into the merger because he could 
see “great benefits accruing, bet- 
ter results than either company 
could produce alone.” He empha- 
sized that he still feels the same. 


s “Nothing is built over night,” he 
said. “Whenever you put two or- 
ganizations together, you are bound 
to have problems. You’re bound to 
have hurt feelings. A merger situ- 
ation is not the easiest thing. It’s 
physically complicated. We had 10 
lawyers working on the thing. This 
is as difficult and as interesting an 
assignment as I have ever had.” 

For the next three months, Mr. 
Williams added, “There will be no 
solicitation of any large new ac- 
counts. We intend to saw wood and 
get things the way we want them.” 

Beginning in 1958, Mr. Williams 
said, EWRR will put into effect new 
stock ownership and profit-sharing 
plans—programs which he said 
were “badly needed in both compa- 
nies.” These programs will be based 
on salary and seniority and will be 
designed to “make it tough for 
good people to leave.” 

Also, Mr. Williams added, “We 
are going to plow back into the 
business every year funds to at- 
tract new people.” 

Commenting on the rumors cir- 
culating on Madison Ave., Mr. 
Watson said that in New York “you 


|}sometimes lose perspective.” You 


forget, he said, what is happening 
in other parts of the country. He 
pointed out that before the merger 


R&R had $1,000,000 in billings in 


|San Francisco and with the EW 
| consolidation on the West Coast, 


“we are now a dominant factor in 
California. We have facilities there 
that are unmatched.” 

Mr. Williams added that the 
agency is now “more competitive” 
in the Houston-Dallas area and is 
stronger in Cincinnati and St. Paul. 
He also noted that “international 
business is going to be important” 


reported, will bill $12,600,000 this 
year and $14,000,000 in 1958. 


= The merger of Ruthrauff & Ryan 
and Erwin, Wasey & Co. into a 
$73,000,000 agency, ranking the 
11th largest in the country, was an- 


nounced Sept. 2, after months of 
speculation. 


Since then, the agency has run 
into a flock of personnel and ac- 
count conflicts, climaxed by this 
week’s resignations. 

The $1,250,000 McKesson & Rob- 
bins liquor business was “reluc- 
tantly resigned” because of a con- 
flict with the $5,000,000 Brown- 
Forman account. 

The $500,000 Cribben & Sexton 
account was resigned by the Chi- 
cago office because of two con- 
flicts—one with McGraw-Edison’s 
Toastmaster-Griswold division and 
the other with Caloric Appliance 
Corp. 

A third conflict—between Mc- 
Graw-Edison and H. K. Porter 
Co.’s Delta Star division—was re- 
solved happily—at least tempora- 
rily—by shifting the Delta Star 
account from the Chicago to the 
Philadelphia office. 

EWRR will thus enter 1958 with 
billings around the $70,000,000 
mark. At least 20% of this billing 
is international—from offices in 
Toronto, London, Stockholm, Rio 
de Janiero and Sao Paulo. The 
Geare-Marston division, in Phila- 
delphia—which merged with R&R 
last year—accounts for about $6,- 
000,000 in billings. Chicago ac- 
counts also bulk large. 


s Mr. Williams made the point to- 
day that “one of the strengths of 
this agency is the autonomy of its 
offices. The strings are not being 
pulled by one person.” 

EWRR now maintains 15 offices, 
10 of them in the U.S.: New 
York, Chicago, Cincinnati, Dallas, 


Founders All Gone 

New York, Dec. 11—With 
the resignation of F. Bourne 
Ruthrauff, Erwin Wasey, 
Ruthrauff & Ryan is left 
without any Erwins, Waseys, 
Ruthrauffs or Ryans in the 
agency. 

David Williams said, how- 
ever, that there are no plans 
to change the agency’s name. 


Houston, Los Angeles, San Fran- 
cisco, Philadelphia, St. Paul and 
Washington. 

There are currently 250 people 
employed in New York, 200 in Chi- 
cago, 175 in Los Angeles and 345 
in London. 

The old Erwin, Wasey offices in 
Minneapolis and Oklahoma City 
have emerged as new agencies, 
bearing the names of the personnel 
who ran them. The old St. Louis 
office of Ruthrauff & Ryan has also 
been shuttered. 

EWRR has a seven-man board 
of directors. On this board are: 
Howard Williams, father of David 
and chairman of the finance com- 
mittee; David Williams; Robert 
Watson; Emmett C. McGaughey, 
exec vp in charge of the Los An- 
geles office; Roswell W. Metzger, 
chairman of the executive commit- 
tee; James B. Briggs, exec vp; and 
Frank Barnett, the agency’s attor- 
ney. # 


Halligan Buys Hallicrafters 
Back from Penn-Texas Corp. 
Penn-Texas Corp. has sold Hall- 
icrafters Co., Chicago, back to 
William J. Halligan and his family 
for a reported $3,000,000 in cash. 
Mr. Halligan founded the radio- 
electronics company. Penn-Texas 
bought Hallicrafters in 1956 for 
332,600 shares of Penn-Texas com- 
mon stock. The current market val- 
ue of 332,600 shares of Penn-Texas 
common is about $1,400,000. At the 
time of the Hallicrafters purchase 
it was valued at more than $6,000,- 


at EWRR. The London office, he |000 


Penn-Texas also is reportedly 
trying to sell two other subsidi- 
aries, Liberty Aircraft Products 
Corp. and Quick-Way Truck Shov- 
el Co. Leopold D. Silberstein, head 
of Penn-Texas, has announced 
plans to sell some assets in order 
to pay off accumulated debts of 


about $10,500,000. 
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Sweetness, Light 
Prevailed at EWRR’s 
First Board Session 


New York, Dec. 11—Erwin Wa- 
sey, Ruthrauff & Ryan held its first 
board of directors meeting Oct. 2. 

At that time, Howard Williams, 
David Williams and Robert. Wat- 
son spelled out the goals of the new 
agency. David Williams said today 
that these goals are being achieved. 

The following are excerpts from 
statements at the board meeting: 

Robert Watson: 

“Up to yesterday at two o’clock, 
we were two separate organiza- 
tions. Now we are one. There is 
only one agency—a group of people 
working together with common 
purposes and seeking the same 
goals. .. 

“As of now I’m sure you agree 
there are no Erwin, Wasey people 
and no Ruthrauff & Ryan people 
... I am sure I am speaking for 
all of us when I say the new agency 
should and will put primary im- 
portance on the creation of sales- 
making ideas and plans. . . 

“We want to create advertising 
that sells and also advertising we 
can be proud to identify with our 
name, EWRR.. . Yes, we want to 
be proud of what we do, partly for 
our own sake—there is a little 
‘ham’ in every agency person— 
but also because it strengthens the 
agency and builds a reputation 
which attracts other clients.” 

David Williams: 

“To begin with—and most im- 
portant in my opinion—is the ne- 
cessity for us to work together in 
one way and one way only—that 
is, having all the cards on the top 
of the table at all times. We can 
have no ‘under the table dealers’ 
and we must have a team, a strong 
team that pulls together in the 
same direction at the same time. . . 

“It seems to me that first of all 
we should have a creed, a simple 
creed that every person can readily 
understand. This creed should em- 
body certain proven principles and 
fundamentals: Namely, we want 
Erwin Wasey, Ruthrauff & Ryan 
to be an organization of the finest 
men and women it is possible to 
get together. We want these peo- 
ple to be hard working, down-to- 
earth men and women—the best 
it is possible to get together... 
We want these people to be happy 
in their work, working under the 
best conditions and with the best 
facilities we can possibly provide 
them. ... 

“One important point I want to 
stress—we simply cannot have any 
‘politics’ in the new company. Any 
person who attempts to ‘play pol- 
itics’ and build himself up at the 
expense of another is not our kind 
of man.” 

Howard Williams: 

“In a business, just as in base- 
ball, you make your own breaks. It 
is my conviction that we have 
ahead of us a really great oppor- 
tunity—an opportunity we will 
never have again, and one that 
should be taken advantage of and 
result in our company reaching 
goals far beyond our present 
dreams. 

“However, I have observed that 
you do not get things by wishing 
for them. We are not going to reach 
our goals simply by wishing for 
them or talking about them. We 
will reach them through much hard 
work [by] overcoming many prob- 
lems that may seem impossible. . . 

“I have an ambition, a goal that 
I want us to reach. Stated simply, 
it is this: I wan’ our company based 
on a solid rock foundation with the 
highest credit financially. It must 
operate in a way to render super- 
lative service to our clients. We 
must have a group of fine people 
working happily together as a team 
. . . These people must have the op- 
portunity to receive money depend- 


ent upon their efforts and contri- 
| butions made. That’s my ambition.” 
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E ADVERTISING MARKET 


Rates: $1.25 per line, minimum charge 
lines (maximum—two) 30 letters 
per line. Add two lines for box num 


$5.00. Cash with order. Figure all cap 


nd spaces per line; upper & lower case 40 
r. Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 
discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


39,430 is i 


NOTICE 
Due to the Christmas and 
New Year holidays the 
deadline for all classified 
advertising will be Dec. 24 
for the Dec. 30 issue and Dec. 31 
for the Jan. 6 issue. 


HELP WANTED 


CREATIVE LAYOUT ARTIST 

We need a top-notch, highly creative 
layout artist in our Chicago headquarters. 
This man must possess a vivid imagina- 
tion and should have an intuitive mer- 
chandising sense. Ability to visualize 
ideas is far more important than ability 
to render art. At least five years of 
creative advertising experience are re- 
quired. 

Employment is with a very large and 
nationally famous company in the gen- 
eral merchandise field. Opportunities are 
almost unlimited. Outstanding company 
benefits, regular work hours, stability, 
and other incentives. Salary open. Send 
complete resume including salary re- 
quirement. All replies confidential. 

Box 1081, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


PR ADVERTISING COPYWRITER 
Want pleasant living and new opportuni- 
ty in the growing Southeast? Large 4-A 
agency needs copy-contact man strong 
on creative public relations-institutional 
advertising, with utilities experience. All 
media. 30-35. Send resume, salary ex- 
pected. Our staff knows of this ad. 

Box 1079, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ONE OF THE MOST PROGRESSIVE 
DAILY NEWSPAPERS IN NEW JERSEY 
HAS A PERMANENT OPPORTUNITY 
FOR A GO-GETTING LOCAL DISPLAY 
SALESMAN. Attractive salary, incentive 
and fringe benefits. 

Box 1084, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MOLENE 
Editors |... Public Relations 
Copywriters... .. Advtg Managers 
Artists Media ......Production ......8ervice 


“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
AD LAYOUT ARTIST 
Experienced artist with proven ability 
to lay out sales brochures and promotion 
materials in art department of large elec- 
tronics corporation's advertising staff, 
Send samples, resume and letter to Jack 
Miller, Art Director, Collins Radio Com- 

pany, Cedar Rapids, lowa. 

COPY WRITER, Experienced in trade 
and consumer, collateral brochures and 
point of purchase. Growing suburban 
agency. Libertyville 2-4400. Libertyville, 
Illinois. 


MERCHANDISER 
with creative ability and experience in 
the food field. Must be willing to travel. 
Give complete outline of personal and 
job history. State salary required. Replies 
will be treated with confidence. 
Box 1097, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


HELP WANTED 
ARTIST WANTED 


to work in a printing and lithographing|.. . 


organization that offers a complete cre- 
ative service on direct advertising - plan, 
copy, layout, artwork, photographs. We 
need an assistant for our art director. 
The man we want should be experienced; 
should be able to make a comprehensive 
layout from someone’s rough, originate 
layout ideas of his own, make pen-and- 
ink, brush, and airbrush working draw- 
ings. 
Firm is located in a progressive midwest 
town of 75,000. 
Write us, enclosing samples of your best 
work and stating age, experience, and 
salary required. Your reply will be held 
in confidence and your samples will be 
promptly returned. 
Box 1098, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EDITORS, SALESMEN 
Leading publisher in heating and plumb- 
ing field, adding new publications, needs 
technical editors and advertising sales- 
men. Splendid future for producers. Send 
full resume in confidence. 
Box 1099, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING-PUBLICITY WRITER 
Medium-sized utility in Mid-Atlantic re- 
gion has opening for man 30-35 with 
writing experience on employee maga- 
zine; publicity & advertising copy. Man 
we want has degree in Journalism-Ad- 
vertising; ability to seek out and write- 
up news; initiative; married; and a view 
toward permanency in a company offer- 
ing a good, stable future. Give full 
resume, include starting salary, age, 
samples of published articles. Replies 
confidential. 
Box 1104, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ARE YOU OUR - 
INDUSTRIAL EDITOR 
We need a young, aggressive editor who 
can dig out stories about company ac- 
tivities. Right now he is between 25 and 
30, has at least two years of solid in- 
dustrial or related editing experience and 
wants to become associated with a pro- 
gressive industrial leader. Opportunity for 
advancement is unlimited and he will re- 
ceive all company benefits plus a good 
starting salary. His new home will be an 
exciting Wisconsin town of 50,000. Tell all 
in first letter to: 
PUBLICATIONS EDITOR 
THE TRANE COMPANY 
LA CROSSE, WISCONSIN 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


ADVERTISING COPYWRITER 


New ition on our advertising 
staff for experienced person with 
background of consumer advertis- 
ing, display copy, dealer mailings, 
promotional letters, and house or- 
gans. This position requires ability 
to establish sound copy objectives 
and policies for impulse items and 
considered purchases. Liberal retire- 
ment, medical care plan, and vaca- 
tions. Please write, sending résumé 
and expected salary, to Director of 
Personnel, THE PARKER PEN 
COMPANY, Janesville, Wisconsin. 


ASSIGNMENT: 


secure 


QUALIFICATIONS: Proven 


OUTDOOR ADVERTISING SALESMAN 


We, one of the Nation's leading outdoor advertising 
firms, are expanding our sales staff and wish to employ 
a sales executive with a solid advertising sales back- 
ground meeting with the following requirements: 


To contact national and regional 
agency and client personnel to 


existing accounts. 


vertising sales. Experience to in- 
clude sales of major media or an 
established record as an account 
executive in the New Business De- 
partment of a national agency. 
Knowledge of outdoor advertising 
preferred but not necessary. Age 
30 to 45. Willing to relocate in a 
major midwestern city. 


Write giving full details concerning experience, educa- 
tion and personal background to: Box 842, Advertising 
Age, 200 E. Illinois St., Chicago 11, Illinois. 


new business and service 


record of substantial ad- 


POSITIONS WANTED 


SPACE SALES - AD MGR. 
Top flight sales & managerial back- 
ground. Experienced in consumer & busi- 
ness magazines. N. Y. 

Box 1078, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

Now Available. . . 

AN IND’'L AD MANAGER 
that’s designed to: 

Make Your Advertising Pay Off In Sales 
Get Full Value From Every Ad Cent Spent 
Save You Advertising Dollars 
DIMENSIONS & SPECIFICATIONS: 

Length. 44 yrs. ind’l. creative exp. 

Height. 24 yrs. ind’l. admin. exp. 

Width. Knows how to plan & create all 

forms adv., sales prom .. . pick suppliers 

..» Select media. . . get most from agency 

set & stay within realistic budget. 

Price, f.0.b., N.Y.C., only $10,000. 
Write for full details, today! 

Box 1100, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Advertising Age, December 16, 1957 


CREATOR OF TOP-RANKING ADS 
AVAILABLE JAN. 15ST 


Do you need a writer with ability 
to plan and create sound, exciting 
advertising—present it effectively 
—and teach others how to do it? 
This young woman, with a talent 
for winning confidence, has a 
solid agency background on every 
type of account. Salary between 
$16,000 and $20,000. Write today to 
Box 841, ADVERTISING AGE, 
480 Lexington Ave., New York 
17, N. Y. 


WASHINGTON P. R. 
EXECUTIVE - ATTORNEY 
Broad capitol experience - legislative, 
administrative, press. Newspaper bkgrnd. 
Successful N. Y. experience all media. 
Trade assn executive. Lawyer. Age 35. 
Box 1101, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PUBLISHERS REPRESENTATIVE - 
EASTERN TERRITORY. NYC HQ. 
Offers concentrated sales effort, top 
agency contacts for established trade or 
industrial magazine. Highest references. 
Box 1102, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FILM PRODUCER - ACCT. EXEC. 
Extensive background industrial and 
commercial films. Top industry and ad- 
vertising exec. contact. Age 

Box 1103, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADV. SALES GRAPHIC ARTS 
background. 25 yrs. diversified adv fields 
—agency production, sales prom, Gen 
Mer printing and litho plant. To assist 
adv management team—dept or agency. 
Age 49—future investment possible in 
successful small operation for retiring 
member. P. O. Box 3981, Strathmore Sta., 
Detroit 27, Mich. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
AVAILABLE 
Furnishes successful market and layout 
presentations for large and small ac- 
counts. Has exceptionally successful 5 
years selling record in a highly competi- 
tive trade journal field. Travels 7 mid- 
west states out of Chicago. Anxious to 
represent an additional magazine. College 

grad.—under 40. 
Box 1062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 

ARE YOU A LONESOME “ONE-MAN 
AGENCY” LIKE ME? 
Let’s share our dreams, ideas, exchange 
vacations, depend on each other when 
we're ill. Split rent, help, other expenses. 
If compatible, we can get “married” later 
via partnership. I’ve full national recog- 
nition, reputation for integrity, fair- 
— dealing. Phone ANdover 3-6904 
Chgo. 


MISCELLANEOUS 
CARTOON PROBLEMS? 

Solved by return mail! Your idea or 
mine, $5. (One frame, to 9” x 12”). Pen 
and ink. You must be pleased. Tell me 
what you want and mail it with a five 
dollar check to CARTOONS, 901 Scituate 
Ave., Cranston, R. I. 


ART STUDIO 


Large Graphic Arts service or- 
ganization desires addition of 
a small reliable art service lo- 
cated in New York City. Will 
retain existing management 
and staff. Must be capable of 
handling additional business. 


Write, in strictest confidence. 


BOX 839 AD AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

appointment on 
59 E. MADISON » SUITE 1417 
CHICAGO 2, LL, 
CEntral 6-5670 


ADVERTISING 
PRODUCTION MANAGER 


Solid opportunity for experienced Pro- 
duction Manager who can eventually 
move into copy and promotion. Lead- 
ing Electronics Manufacturer has at- 
tractive opening created by promotion 
of present Manager. All benefits, in- 
cluding Profit Sharing. Salary open. 

Phone or send résumé 

to 
Mr. Robert Van Brundt 
Berkshire 7-7500 
ZENITH RADIO CORP. 
6001 W. Dickens Ave. 
Chicago 39 


AGENCY-STUDIO 
SPACE FOR RENT 


Attractive office space — 
1,265 sq. ft.— ideal for small 
agency or art studio. Recp. 
rm., gen. office, 3 priv. ofes., 
studio. Near NW station 
just west of loop. Reasona- 
ble sub-lease. 


Call Mr. McManus 
FRanklin 2-9494—Chicago 


MANAGERS 
MAKE YOUR 
DIRECT MAIL 
PAY ITS WAY 


ATTENTION: AD 


Write oF phone now and receive your new 1957-58 
on 3,000 premium qua 


‘Supply of catalogs limited — 
dunhill — 
INTERNATIONAL LIST co., 


SS EAST WASHINGTON ST., CHICAGO 2, ILLINOIS 
DEarborn 2.0580 


Our 46th Year 


ADV. MGR. Major co. selling 
luxury durables thru dept. 


stores, specialty shops to $15M 
ADV. MGR. Highly promotiona! 

at point of sale, esp. supers. 

Shirt-sleeves type. Fast- 

growing field $10-12M+- 
MKT. RESEARCH. Around 30. 
M.B.A. Some chem. background $9-10M 
SLS. PROM. House-to-house $7500-9M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 8. Dearborn CE-6-5353 Chicago 


ADVERTISING MANAGER 
or DIRECTOR AVAILABLE 


Consumer/Industrial 
Products 

Eleven years as 4A Advertising 
Agency Account Executive for na- 
tional companies. Plus department 
and specialty store sales and 
buying. Master's degree in Ad- 
vertising. Age under 40. Single. 
NYC area. Write Box 843, Ad- 
vertising Age, 480 Lexington 
Ave., New York 17, N. Y. 


EDITOR FOR ROADBUILDING 
AND MUNICIPAL FIELD 


Know roadbuilding equipment 
and job methods? Civil engi- 
neering background? Now with 
equipment manufacturer, pub- 
lisher or agency? Group maga- 
zine publisher looking for such 
a fellow. Associate Editor spot 
for right man. Location Chicago. 
Some travel. Tell qualifications, 
age, salary requirements. 

Box 836, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADV. OPPORTUNITIES 


TV & RADIO PRODUCER... .. $12, 
Solid bkgd. TV production. — 


ACCOUNT EXECUTIVE........$14,000 
Ad Agency exp., bidg. materials. 


ASST. ADV. MGR............. 000 
Ind’l. Adv. exp. Can become Ad ie 


MARKET RESEARCH . . $6,500 to $12,000 
Consumer and industrial openings. 


B. L. CLEM 


Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


197 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ee 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
« Public Relations 

ease write briefly  ovtlini your 
specific experience or gunamnel” needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Saas 
—<_—= 


JOHN ANDREWS 
poultry livestock artis 


| AMMGK DRAWING, ovine 1504 pov 31 omAna. nine 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Despite July Christmas, Yule Trade 
Moves as Usual in Vicksburg, Mich. 


(Continued from Page 3) 
look like a very cheering prospect 
to a marketer with a heavy annual 
pre-Christmas volume and a yen 
to even out seasonal swings. But 
this is not in the cards in Vicks- 
burg. For there is no gift giving 
in the summer. 


s Fact of the matter is that the 
second week in December in this 
mid-Michigan village of 2,400 is 
pretty much the same as in any 
U.S. village. The merchants are 
divided into two groups: (1) The 
ones who are complaining about 
the poor pre-Christmas business, 
even though it actually isn’t bad, 
and (2) the ones who speak opti- 
mistically of a last minute rush, 
even though it may never materi- 
alize. (Stores have been open 
nights since Dec. 6.) 

In the business section of Vicks- 
burg, stretching a block or so in 
each direction from the town’s 
main intersection—Main St. and 
Prairie St.—nationally branded 
merchandise, with its point of sale 
accoutrements, has pretty well 
taken over the Christmas decorat- 
ing scene. Here are some exam- 
ples: 


e Hallmark displays dominate the 
interior of the Doris Lee Sweet 
Shop. 


LAYOUT ARTISTS (2) 
TWO COPYWRITERS 


Wide agency experience required. 
Must be highly creative on various 
lists of accounts using slick maga- 
zines, from airlines to cosmetics. 
Exceptional opportunity to grow 
with Miami's most prominent agen- 
cy. Send complete résumé and snap- 
shot 
Box 840 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER 
$12,000+ 
Midwest agency seeks man with strong 
history in farm feeds, supplements 
and/or animal medication. Should be 
versatile in print media, but radio- 
T/V helpful. If qualified, contact me 
in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago * WA 2-4800 


Write for illustrated Folder featuring 
our 9 in 1 Stainless Steel Pocket Rule, 
Stainless Steel Slide Caliper and other 
Measuring Devices used by Mechanical 
Men everywhere. 


PIERCE ADVERTISING NOVELTY CO. 
537 S. Dearborn St., Chicago, III. 


Memo to 
Chicago Employers 


We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS. TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 


NO FEES CHARGED 
applicants or 
employers. 
Professional, Sales 


and Clerical Office 


illinois State Employment Service 
73 W. Washington Street 
Chicago—F inancial 6-3960 


e Edgewater Jewelers has two 
window displays, one by Bulova, 
the other by Watchmakers of 
Switzerland. 


e Eastman Kodak and Yardley 
displays get most of the play in 
the windows of Hill’s Walgreen 
Agency drug store. 


@ In Klein’s Rexall drug store 
Baby Susan dolls, Schrafft candies 
and Dutch Masters cigars are lead- 
ing eye catchers. 


e In the Western Auto store win- 
dow the big promotion is Nestor 
Johnson skates. 


e Weeks & Brumbaugh variety 
store’s windows are full of Revell 
and Strombecker models—planes, 
ships, cars, etc. 


e The Dancer Co. department 
store’s window features a Hickok 
display; Hickok accessories and 
also Van Heusen shirts are the 
main window attraction at Ander- 
son’s Men’s & Boys’ store, 


e In the Vicksburg Hotel’s bar, 


lonly Coca-Cola Co. has a Christ- 


mas point of sale piece; the brew- 
ers (and their brands include 
Hamm, Rheingold, and Blatz, as 
well as such Michigan beers as 
Goebel, Pfeiffer and Stroh’s) are 
using vaguely seasonal, but less 
soon-obsolete, displays. 


In other stores the national 
brand flavor is missing. Vicksburg 
Hardware & Furniture store has 
lined up some Champion sleds and 
Eureka snow shovels (Christmas 
fun for father?) on the sidewalk. 
Santa Claus may be visited in 
Ken’s Variety Store, and many 
shops have homemade displays. 

In the weekly Vicksburg Com- 
mercial, of course, all Christmas 
advertising (except ads aimed at 
those desirous of putting a Ford in 
a loved one’s stocking) is local; on- 
ly the auto makers’ and gasoline 
marketers’ brands appear, and 
then in connection with dealer 
listings. 


# All in all, the Christmas scene 
—complete with the General Elec- 
tric Gift Headquarters bells—looks 
just about normal in Vicksburg, 
Mich., contrary to what you may 
have been reading. 

In some places coffee is only 
1¢. # 


Pearson Joins Spincratt 
as Marketing Director 

Charles F. Pearson has been 
named to the new post of director 
of marketing of Spincraft Inc., 
Miiwaukee metal spinning and 
manufacturing company. Formerly 
contract sales manager and Cana- 
dian sales manager of Ben-Hur 
Mfg. Co., Milwaukee, he also has 
operated his own agency, Charles 
F. Pearson Co., Lakeland, Fla. In 
addition to administering the total 
marketing program for Spincraft, 
he will organize and coordinate 
sales, advertising and sales promo- 
tion activities for the company’s 
contract metal spinning and prod- 
uct sales divisions. 

The company recently began 
producing consumer products, 
among which are VIP dog dish, 
Christmas tree stands and others. 


Sun-Maid Maps Winter Drive 
The California Prune & Apricot 
Growers Assn. is planning a mid- 
winter ad campaign urging house- 
wives to “lift meals out of the 
winter doldrums with the good- 
ness of Sun-Maid raisins and Sun- 
sweet prunes.” A color spread in 
the Feb. 15 issue of The Saturday 
Evening Post will kick off the cam- 
paign in consumer and trade pub- 


lications. Long Advertising, San 
Jose, Cal., is the association’s 
agency. 


| 


Co.’s history of pharmacy series. 


EDUCATIONAL DISPLAY—Shown here is a new display in Parke, Davis & 


The complete display uses eight 


pictures lithographed in color in a double-faced unit for open-back 
window use. Forbes Lithograph 


Mfg. Co., Boston, produced it. 


Dillon-Cousins 
‘Union’ Expands 
Richards Abroad 


(Continued from Page 2) 
New York, will sit on this commit- 
tee with Messrs. Harrington, Hill, 
Dillon and Dodge. 


® The new working agreement be- 
tween the two agencies formalizes 
affiliations already in effect. Dil- 
lon-Cousins has been working 
closely with the Richards agency 
in handling Mexican advertising 
for Eastern Air Lines and the 
Squirt Co. 

A six-year-old agency, Dillon- 
Cousins employs 52 people in New 
York and Mexico City. The New 
York shop is mainly a contact of- 
fice. The agency services 16 ac- 
counts in Mexico and currently 
bills in excess of $2,000,000 an- 
nually. 

The three major accounts in the 
Dillon-Cousins bailiwick are Max 
Factor, Colgate-Palmolive and 
Home Products International, the 
international division of American 
Home Products. 

In Mexico, the agency handles 
advertising for virtually all of the 
products of Max Factor and Home 
Products. It also coordinates or 
places advertising for these two 
clients in many other countries. 


® Dillon-Cousins has no Colgate 
business in Mexico, but it coordi- 
nates the company’s advertising in 
Central America through its net- 
work of affiliated agencies. Dillon- 
Cousins has built up a strong net- 
work of affiliated agencies in Lat- 
in America. It works closely with 
18 agencies, claiming a combined 
billing of $9,000,000 for them. 

The sparkplug of the Dillon- 
Cousins operation is Mr. Dillon, an 
ebullient adman who learned his 
merchandising lessons well at Mc- 
Cann-Erickson. Eugene Harring- 
ton calls him “the outstanding ad- 
vertising and marketing man in 
Latin America today.” 

A native of Ecuador—his father 
was once president of the country 
—Mr. Dillon went to work for Mc- 
Cann in Latin America 25 years 
ago. McCann brought him up from 
Argentina to New York, where he 
became a vp and director of the 
international company. He was the 
top account man on Home Prod- 
ucts. 


s After the war, when Foote, Cone 
& Belding was setting up its in- 
ternational operations, Mr. Dillon 
succumbed to blandishments by 
Emerson Foote and moved over as 
exec vp of FC&B International, in 
charge of Latin America, becom- 
ing, in his own words, “the highest 
paid man in international adver- 
tising.” 

A portion of the Home Products 
account followed Mr. Dillon to 


Foote, Cone, as did his two chief 


assistants, Dick Cousins and En- 
rique Loynaz. The Dillon-Cousins- 
Loynaz trio is still intact. 

In 1951, Mr. Dillon quit FC&B 
to set up his own agency. Messrs. 
Cousins and Loynaz came with 
him. The agency started in Mexico 
by buying out the Ruthrauff & 
Ryan branch office established 
there in 1947. 

In announcing the new union 
with Fletcher D. Richards, Mr. 
Dillon emphasized the personal re- 
lationships he has had for a num- 
ber of years with Eugene Harring- 
ton, Sherwood Dodge and Dewey 
Hill. “We will make a good team,” 
he said. “I wouldn’t have sold one 
share of my company to any other 
people.” 


® For Fletcher D. Richards, now 
billing approximately $22,000,000, 
the Dillon-Cousins move repre- 
sents another step in its previously 
announced plans to play a greater 
role in the international sphere. 

In September the agency an- 
nounced a formal affiliation with 
Continental Advertising & Mar- 
keting Agencies, an association of 
13 leading European agencies. 

Over the summer the Richards 
agency expanded its West Coast op- 
erations by merging its offices 
there with the Raymond R. Mor- 
gan Co. Sherwood Dodge joined the 
agency as exec vp last June after 
20 years’ service with Foote, Cone 
& Belding. + 


Farmers Chinchilla Co-op 
Boosts Ad Budget 60% 

Farmers Chinchilla Cooperative 
of America, Seattle, has approved 
a $250,000 promotion budget for 
1958. This is a 60% increase over 
last year’s $165,000 program. Ac- 
cording to Stanley Pangborn, presi- 
dent of FCCA, “Empress chinchilla 
had its biggest year of progress 
yet in 1957, Pelt volume will 
reach almost 40,000 skins, and our 
average price for Empress in 1957 
will be $33.36.” 

Leber & Katz, New York, is the 
agency. 


WALTER A. LAWRENCE, vp in charge 
of the Chicago office of Kenyon & 
Eckhardt until last spring when he 
returned to New York and sub- 
sequently resigned from the agen- 
cy, has joined Guild, Bascom & 
Bonfigli, San Francisco, as an ac- 
count executive. 


Radio Station Airs 
‘Subliminal’ Ads 
(Continued from Page 2) 
subliminal ads, which have been 
widely discussed (usually at arms 
length) in the trade and consumer 
press. 

Subliminal ads ordinarily are 
understood to be visual ads trans- 
mitted so fast as to be beneath the 
threshold of conscious perception. 
WAAF’s “sub-audible” ads are ac- 
tually quite audible. In fact, judg- 
ing from the heavy response to the 
ads, they cause a listener to be 
superconscious of having heard the 
ad, albeit in an unusual form. 

The real potential of the tech- 
nique, Mr. Davis believes, is in the 
fact that it can get a listener to 
direct his attention to the radio 
and consciously listen for the ad. 

One problem harassing such 
ads, Mr. Davis points out, is the 
difference in radio receivers. Some 
will pick up the whispered ad 
clearly, while others just as well 
tuned in don’t pick it up well 
enough for comprehension. He 
readily concedes it’s still experi- 
mental. 

Also undecided is the advertising 
rate for whispered ads. Oklahoma 
was offered about 50 impressions 
a day for seven days for $1,000, 
according to Bob Oakley of the 
Maryland agency. Mr. Davis says 
the question of rates is still much 
up in the air. 


® As for allocating time on whis- 
pered ads, Mr. Davis says the 
entire record containing whispered 
messages is considered advertising. 

WAAF first undertook “sub-au- 
dible” broadcasting about a month 
ago, when it started whispering a 
few of its station breaks. Neither 
the station breaks nor the ads have 
yet been cemmented on by the 
Federal Communications Com- 
mission. 

For the present, at any rate, the 
station continues to broadcast all 
of its paid commercials conven- 
tionally. A likelihood is that its 
first sale of whispered commer- 
cials will be in a package deal, 
with full-voice ads. # 


Pay TV Will Limit 
Flow of Information, 
Fellows Charges 


WASHINGTON, Dec. 10—The Na- 
tional Assn. of Radio & Television 
Broadcasters brought the fight 
against pay tv to the nation’s 
capitol today, as NARTB’s presi- 
dent, Harold E. Fellows, argued 
that pay tv would limit the flow 
of information at a time when 
“total information” is the only 
alternative to “total destruction.” 

Mr. Fellows told the Federal 
Communications Commission Bar 
Assn. that free television runs in 
the direction of encouraging total 
circulation of total information, 
but paid television tends to place 
limitations upon this desirable 
objective. “If for no other reason 
I find this sufficient cause to take 
issue with the proponents of paid 
tv,” he said. 

For the past several months he 
has been talking against pay tv 
at NARTB regional meetings. His 
remarks here are expected to pro- 
vide a setting for further NARTB 
activity in the event congressional 


Bi committees move next month to 


stop FCC from going ahead with 
pay tv tests which it plans to 
authorize in March. 

Mr. Fellows denied broadcasters 
are attempting to “block progress.” 
He said, “Fulfilment of progress is 
delayed, if not completely arrested, 
when we entertain the idea of con- 
verting free television channels to 


box offices.” # 
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Huber Hoge Drops Clients, Staff; Will 


Concentrate on Own Mail Order Interests 


(Continued from Page 1) 
owns and heads, and Hastings 
Products Inc., in which he is a 
partner. 


s In the past few years, Mr. Hoge 
added, Garden Research has spent 
$1,500,000 in advertising, Ann 


Baldwin about $400,000 and Has-| 
tings Products, $500,000. The Hoge | 
agency’s billings this year amount- 


ed to about $600,000, he said, of 
which $150-$160,000 was on the 
Doubleday account. 

Mr. Hoge told AA he expects 
to solicit additional outside mail 
order accounts after the first of 
the year. There had been specu- 
lation that the agency would shut 
its doors and that Mr. Hoge would 
concentrate all his attentions on 
his personal mail order enterprises. 

Founded in 1938, Huber Hoge & 
Sons grew steadily. In its heyday— 
the late ’40s and early ’50s—bill- 
ings reportedly ranged around $3,- 
000,000 and the agency employed 
some 40 people to carry out its 
many mail order promotions. At 
one time several Hoge executives 
had working arrangements with 
the agency which gave them a 
considerable degree of independ- 
ence from agency operations. 


It got out of hand in 1952 when | 
the agency found itself in consid- | 
erable hot water with the Na- 
tional Better Business Bureau. An | 
agency Memorandum made public | 
at the time acknowledged that | 
“copy claims for a number of prod- | 
ucts of certain Huber Hoge ac- 
counts did get badly out of hand. 
However, in each case, the product 
itself was of good quality and a 
good value to the customer.” 


= The agency made “strenuous ef- 
forts” to correct the situation. This 
involved, among other steps, the 
hiring of a horticultural expert to 
censor all advertising copy and 
pre-checking all promotions and 
claims with the NBBB—an un- 
usual procedure for either an 
agency or the NBBB. 

Among the mail order products 
sold during this period were the 
“Tv Owner’s Guide to Operation 
and Repair,” Dutch bulbs which 
were said to bloom in the snow, oil 
additives, a Teleron Tv Wave Trap, 
which was advertised to “stop tv 
interference and stop it at once,” 
a “Speed & Power Manual” which 
told motorists how to get 42 to 47 
miles per gallon of gas, and vari- 
ous other items. # 


Publishers and 
Senators Reheat 
Postal Bill Pot 


(Continued from Page 1) 
is more interested in a pay hike 


for postal employes than he is in 
passing a rate bill. 

About half a dozen business wit- 
nesses appeared this week to op- 
pose stiff hikes in second and third 
class rates which are involved in 
the House bill. 

Senator Johnston said many 
more witnesses want to be heard, 
and he does not know when his 
committee will resume hearings or 
get around to working on a bill. 


® Senator Hayden argued that 
postal employes have had six pay 
hikes totaling $1.3 billion since 
1946. On the other hand, he said, 
rates have been increased by only 
one-fifth of that amount. 

With a $700,000,000 deficit anti- 
cipated for the current fiscal year, 
he said, “We can’t afford larger 
contributions to the highly sub- 
sidized users of the mail.” 

Among the business witnesses 
opposing the bill this week were 
Meredith Publishing Co., Des 
Moines; American Agriculturalist, 
Ithaca, and the National Assn. of 
Advertising Publishers, Berlin, 
Wis. 


® As spokesmen for community 
shopping guides and free newspa- 


pers, the Assn. of Advertising Pub- | 


lishers asked for elimination of the 
24-page minimum size on publica- 


.STORY TO ITS READERS 


tions qualifying for the controlled 
circulation postal rate. 

Spokesmen for the association 
contended the 24-page limit, which 
was inserted to insure that only 
controlled circulation business pub- 
lications could qualify, represented 
an unfair discrimination against 
publications of fewer than 24 
pages, which now pay the third 
class rate. 


‘LIFE’ TAKES POSTAL 


New YorK, Dec. 10—Life is 
calling the attention of its readers 
to its hassle with the Post Office 
Department. 

The magazine presented its case 
in a spread in the Dec. 9 issue. In 
the copy, Life points out that it 
performs many of the routine jobs 
that the Post Office does for other 
second class mailers, such as ad- 
dressing and bundling. 

Life asserts that it pays 3.1¢ in 
postage for each copy. It figures 
that the “out of pocket” cest to the 
Post Office of handling one copy 
of the magazine amounts to 2.3¢. 
Thus, the postage on each copy of 
Life exceeds Post Office costs by 
0.8¢, the magazine said. 


es If Life were taken out of the 
mails, the Post Office would lose 
more revenue than it would save 
in expenses, the magazine main- 
tains. It has taken a similar stand 
for years in hearings before legis- 
lative groups. 

The ad features a large photo of 
a typical sorting table in a large 


post office. The headline says, 
\“You never see Life in this pic- 
ture.” The Postmaster General has 
charged that Life costs much more 
to deliver than the magazine pays 


in postage. + 


Merrell 
Moore 


FORD TABLE—This collection of advertising talent was 
grouped at one table at the Advertising Council’s 
annual dinner. The group includes Norman H. 
Strouse, president of J. Walter Thompson Co.; Wil- 
liam B. Lewis, president of Kenyon & Eckhardt; 
Fairfax M. Cone, executive committee chairman, 
Foote, Cone & Belding; Sigurd S. Larmon, president 
of Young & Rubicam, and Ted Morris, president of 


Cone McNamara 


Strouse 


executives: Ben 


Wilson Weinberg 


Mortimer 


RECIPIENT—1957 winner of the Advertising Council’s public service 
award, Sidney J. Weinberg, senior partner of Goldman, Sachs & Co., 
is flanked by Charles Edward Wilson (left), board chairman of 
W. R. Grace & Co. and chairman of the council’s public policy com- 
mittee; Charles Erwin Wilson, former head of General Motors and 
former Secretary of Defense, and Charles G. Mortimer, president of 
General Foods. The award was given to Mr. Weinberg for outstand- 
ing service during his business career to his country and community. 


|&]'s Liquiprin Bows 

Johnson & Johnson, New Bruns- 
wick, N.J., will introduce Liqui- 
prin to consumers next month with 
a national campaign in women’s 
magazines and on its television 
properties. A children’s liquid as- 
pirin, Liquiprin was introduced 
with a medical campaign in No- 
vember. L. W. Frohlich & Co., New 
York, is the agency. 


Metro Appoints Baumiller 

Edward L. Baumiller has been 
named eastern sales manager of 
the Metro Sunday Comics Network, 
New York. Mr. Baumiller, former- 
ly a member of the sales staff, 
joined the Metro organization in 
1945 from Pedlar & Ryan, where 
he was media director. 


MacManus Boosts Graham 

James H. Graham, formerly ad- 
vertising manager of the Buick di- 
vision of General Motors before 
joining MacManus, John & Adams, 
Bloomfield Hills, Mich., as an ac- 
count executive on GM’s Pontiac 
division, has been named a vp of 
the agency. He joined the agency 
over a year ago. 


ABC Names Hede, Wyatt 

Henry Hede, formerly eastern 
sales manager of ABC Television, 
New York, has been appointed 
administrative sales manager of 
the network. Eugene Wyatt, cur- 
rently national sales manager, will 
take over the post of eastern sales 
manager in addition to his present 
duties. 


Rothman 
Donaldson 


Larmon 
Morris 


Meldrum & Fewsmith, with five Ford Motor Co. 


R. Donaldson, director of institu- 


tional advertising; Ed Rothman, general advertising 
and sales promotion manager; Robert S. McNamara, 
group vp; Allen Merrell, assistant to the president, 
and Charles F. Moore Jr., vp of pr and advertising. 
Each of the agencies represented handles part of the 
Ford account. 


Simmons-Boardman 
Resigns from ABP 


(Continued from Page 1) 

are American Builder, Marine En- 
gineering/Log, Railway Age, Rail- 
way Locomotives & Cars, Railway 
Track & Structures and Railway 
Signaling & Communications. 

Mr. McGinnis refused to expand 
or clarify his formal statement. 

Asked whether Simmons-Board- 
man’s membership in the Audit 
Bureau of Circulations would be 
affected, Mr. McGinnis said, “Cer- 
tainly not. We'll continue our 
membership in AEC, We see no 
connection between ABC and 
ABP.” 

{Membership in ABC is a re- 
quirement for membership in 
ABP.] 


s William K. Beard Jr., ABP pres- 
ident, confessed that he was “still 
somewhat in the dark as to Sim- 
mons-Boardman’s exact reason for 
pulling out of the ABP. I was as- 
sured by Mr. McGinnis,” Mr. 
Beard said, “that there was no dis- 
satisfaction whatever with ABP.” 

Mr. Beard had not seen the S-B 
release. When it was read to him 
he said, “The only construction I 
can place on it is that in promoting 
paid circulation, or ‘sold’ circula- 
tion, as they call it, more energeti- 
cally, Simmons-Boardman feels 
that it may be embarrassing to us.” 

He did not amplify this. 

“I hope and believe,” Mr. Beard 
said, “that this resignation will 
prove to be merely a short sab- 
batical leave. No publishing house 
has contributed more to ABP or 
benefited more from it than has 
Simmons-Boardman.” # 


Western Gear to B. D. Adams 
Western Gear Corp., Los An- 


geles, has named Burke Dowling 
Adams Inc., Los Angeles, to han- 
|dle its advertising. 


Bilsky 


Perry 


HONORED—Among those present at the Cleveland Advertising Club performance awards 
luncheon last week (AA, Dec, 9) were these men—each an executive of a company that 
won an award for its advertising. They are Ren R. Perry, Harris-Seybold Co.; Marvin 
Bilsky, Gold Bond Brewing Co.; Alex D. Duncan, Glidden Co.; Frank Knowlton, Gen- 


Duncan Knowlton 


Homaker 


Junod Benninghoff 


Sparling Moore Jennings 


Wolf 


eral Tire & Rubber Co.; L. S. Hamaker, Republic Steel Corp.; Henri P. Junod, Pick- 
ands Mather & Co.; W. E. Benninghoff, Ohio Crankshaft Co.; Walter S. Sparling, Ohio 
Bell Telephone Co.; G. R. Moore, Thompson Products; Herbert Jennings, Stouffer Corp.; 
Alfred E. Wolf, Standard Oil Co. (Ohio), and Arthur H. Burt, Sherwin-Williams Co. 
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T. T. McCarty, 62, 
Agency Founder and 
Adman 44 Years, Dies 


PaLM SPRINGS, CAL., Dec. 10— 
Terrell Thompson McCarty, 62, 
founder of the McCarty Co., died 
yesterday at his residence here. 
Following a six-month illness, Mr. 
McCarty had recently returned to 
active business duties. 

Mr. McCarty began his advertis- 
ing career at the age of 18, and in 
six months he had worked his way 
from office boy to chief copywrit- 
er of the old Ead-Miller agency, at 
First and Broadway, in Los An- 
geles. 

In 1919, at 23, he founded the 
McCarty Co., which now has of- 
fices in San Francisco, Seattle, 
Spokane, Dallas, Chicago and New 
York, and 22 European affiliates. 
He was one of the founders of the 
old Pacific Advertising Agency 
Assn., which he headed in the past 
year, before it merged with the 
American Assn. of Advertising 
Agencies. 


s Mr. McCarty began his business 
with three clients and was ex- 
tremely proud that two of the 
three accounts are still with the 
agency after 38 years. He was one 
of a once-populous breed—the all- 
around advertising man. A prolif- 
ic idea man, he also was known for 
his intimate knowledge of all ad- 
vertising production processes. He 
enjoyed setting type, could talk to 
engravers about any process with 
complete knowledge and knew pa- 
per as few except paper makers 
themselves know it. 


F.]. Ross, 78, 
Founder of F&S&R, 


Dies in Toronto 


Toronto, Dec. 10—Frederick 
Jeffery Ross, 78, pioneer adman 
and one of the founders of Fuller 
& Smith & Ross and the American 
Assn. of Advertising Agencies, died 
in his home here Dec. 8 after a 
long illness, 

Born here, Mr. Ross moved to 
New York in 1898, and became an 
American citizen in 1903. He 
founded the F. J. Ross Advertis- 
ing Agency in 1920, and merged 
his agency in 1930 with the Fuller- 
Smith Agency, Cleveland. He 
served as board chairman of 
F&S&R until his retirement in 1938. 

He returned here after his re- 
tirement and again became a Ca- 
nadian citizen. 


Raymond Shaw, 63, 
Chek-Chart Founder, 


Former Adman, Dies 


Cuicaco, Dec. 10—Raymond 
Shaw, 63, founder and president of 
Chek-Chart Corp., publisher of 
manufacturer-approved lubrica- 
tion diagrams and instructions for 
the use of service stations, died in 
his sleep Dec. 8. On Dec. 6, Mr. 
Shaw had been honored by sever- 
al hundred oil industry executives 
at a testimonial luncheon marking 
his retirement, which had been 
scheduled for Dec. 31. 

Born in Salamanca, N. Y., Mr. 
Shaw spent 18 years in the pub- 
lishing and ad business before he 
formed Chek-Chart in 1929. 

He started his business career as 
an ad salesman for the Times- 
Tribune, Waterloo, Ia., in 1911. In 
1917 he became business manager 
of the Oil News, Chicago, a pub- 
lication owned at the time by his 
brother Harry. In the early 1920s 
he formed Fuel Oil for Heat & 
Power (now Fuel Oil & Oil Heat), 
which he later sold. In the mid- 
’20s he joined the old E. T. Sadler 
Co., a Chicago agency, and in the 
late ’20s was associated with John 
Pierre Roche Advertising Agency, 


in 4a pastel colors 


Last Minute News Flashes 
Boyle-Midway Business Is 12th JWT Gain in ‘57 


New York, Dec. 13—J. Walter Thompson Co.—which has not lost 
an account in two years (except J. B. Williams Co., which was pur- 
chased by Pharmaceuticals Inc.)—has snared its 12th account of 1957, 
a piece of Boyle-Midway from Geyer Advertising (including Aero- 
Shave, Black Flag, and Sani-Flush). The switch is effective Jan. 1. 
Thompson has added, in Apvertistinc Ace’s estimate, upwards of $10,- 
000,000 in billings this year, with the acquisition of Boyle-Midway, 
Ford Canada, Northeast Airlines, Continental Air Lines, Sealy Mat- 
tress, Portland Cement, Reader’s Digest circulation, Olive Advisory 
Board, Hospital Service of California (Blue Cross), Schlage Lock Co., 
Nutrilite and reappointment by Libby Pineapple. 


Bright Is Avis Ad Head; Atherton Rejoins Sullivan 
Boston, Dec. 13—Frederick W. Bright, a marketing consultant, has 


¥'|been named ad director of Avis Rent-a-Car System, succeeding Lau- 
-||rence P. (Phil) Atherton. Mr. Atherton has rejoined Daniel F. Sullivan 


== ||Co. here to be an account executive on Hampden-Harvard Breweries 


ee ee 


NEW BATH-SIZE—Full-page newspa- 
per ads like this are being used by 
Lever Bros. in Chicago, New York 
and other major markets to intro- 
duce bath-size Lux in colors, Lever 
already markets Lux toilet-size in 
colors. J. Walter Thompson Co. is 
the agency, 


also Chicago, 
Chek-Chart. 

Mr. Shaw’s brother Harry, who 
died a number of years ago, was 
an original founder of Broadcast- 
ing while president of the National 
Assn. of Broadcasters. # 


Charleston Dailies 
May Join Business, 


Mechanical Functions 


CHARLESTON, W. Va., Dec. 13— 
This city’s two newspapers, the 
Mail and Gazette, are contemplat- 
ing a merger which would consoli- 
date their business and mechanical 
facilities, leaving their news and 
editorial departments independent. 

The combined operation would 
be managed by a newly created 
newspaper-agency corporation, 
serving as agent for the two pa- 
pers. 

Both publishers, Frederick M. 
Staunton of the Mail, and Robert 
Smith of the Gazette, point out 
that the consolidation is contingent 
on stockholder approval. There 
have been several months of nego- 
tiations, Mr. Smith said. 

“It certainly is being seriously 
considered,” Mr. Staunton com- 
mented, “and it appears that it will 
be accomplished, possibly before 
the end of the year or early next 
year.” 

Both dailies were founded in the 
1880s. The Gazette circulates more 
than 80,000 in the morning, the 
Mail around 60,000 in the evening. 
Under the consolidation, the two 
dailies would operate under a set- 
up similar to those now in effect 
in Nashville and Tulsa. # 


before founding 


Rettig, Keever Named to Top 
Posts at California National 
Earl Rettig has been named pres- 
ident of California National Pro- 
ductions, New York, tv film syndi- 
cation and merchandising subsidi- 


a te & 


Earl Rettig H. Weller Keever 


ary of NBC. Formerly NBC vp 
and treasurer, Mr. Rettig succeeds 
Robert Levitt, who has resigned. 
In addition, H, Weller (Jake) 
Keever has been named general 
manager of California National 
Productions. He has been sales vp 


of the company since July. 


Inc. when it comes into the shop Jan. 1. The $400,000 Hampden account 


||}is now with McCann-Erickson. Avis recently named McCann to handle 


its $1,500,000 account, beginning Feb. 1. N. W. Ayer & Son resigned 
the account last month (AA, Nov. 4, 18). 


ARF Conference with Publishers Set for Dec. 18 


New York, Dec. 13—The Advertising Research Foundation, still 
battling for its consumer magazine audience study, has invited man- 
agement representatives of 48 magazines to attend a meeting at the 
Hotel Plaza next Wednesday. The ARF will then state its views on the 
study and “give publishers an opportunity to do the same.” 


Van Brunt Leaves Buchanan, Forms Own Agency 


New York, Dec. 13—Albert D. Van Brunt, formerly vp and member 
of the executive committee and plans board of Buchanan & Co., has 
formed his own agency, Van Brunt & Co., 230 Park Ave. Mr. Van Brunt 
will announce the names of clients and key personnel Jan. 1. 


‘K.C. Star’ Hit by $7,050,000 Damage Suits 


Kansas Criry, Dec. 13—Three lawsuits for triple damages aggregat- 
ing $7,050,000, plus legal fees ($250,000), were filed against the Kansas 
City Star yesterday and today in U.S. district court here by three pub- 
lishers of community newspapers. The suits stemmed from the signing 
of an anti-trust consent decree last month by the Star. 


Midland-Ross Names Meldrum for Corporate Ads 

CLEVELAND, Dec. 13—Midland-Ross Corp. has named Meldrum & 
Fewsmith to handle its corporate advertising. Ads announcing the 
merger of Midland Steel Products Co., maker of auto and truck com- 
ponents, with J. O. Ross Engineering Corp., air processing equipment 
maker,-already have been placed by Meldrum & Fewsmith in financial 
papers as well as newspapers in plant cities of the new company, All- 
man Co., Detroit, will continue to handle product advertising for Mid- 
land divisions of Midland-Ross; Sanger-Funnell Inc., New York, will 
retain product advertising for the Ross division. 


Tarver Named President of Atlanta Newspapers Inc. 
ATLANTA, Dec. 13—Jack Tarver today was named president of At- 
lanta Newspapers Inc., publisher of the Atlanta Journal & Constitution, 
succeeding George C. Biggers, who will retire next month. Mr. Tarver 
previously was a vp and general manager of the two newspapers. Si- 
multaneously, George C. Biggers Jr., business manager, and Eugene 
Patterson, executive editor, were named vps of the company. 


Ogilvy Weighs Accepting Rolls-Royce Account 


New York, Dec. 13—Rolls-Royce Inc. has offered its advertising 
account to Ogilvy, Benson & Mather. However, David Ogilvy, president 
of OB&M, has not yet decided whether to accept the account, which 
bills, at most, $50,000. Rolls-Royce has had no agency here. 


Eastco Names Shull Ad, Marketing Head 


New York, Dec. 13—Eastco Inc., maker of acne remedies, flea pow- 
der and other proprietary drugs, has appointed Henry A. Shull director 
of advertising and marketing. Mr. Shull was formerly a Vick Chemical 
Co. vp and advertising manager of Pharma-Craft Corp. 


850 Outdoor Ads in 1-City Push; Other Late News 


e 850 poster plants in the Chicago market (of a total of 7,000) will 
be used in a January push for hi-fi sets by Polk Bros. and ten set man- 
ufacturers. The super-saturation campaign is believed to be the largest 
purchase of outdoor in one city in the history of the medium. In addi- 
tion, more than 30 pages are scheduled in Chicago newspapers calling 
attention to a hi-fi show at Polk Bros.’ five stores, featuring displays 
by participating manufacturers. Kuttner & Kuttner is the agency. 


e Two of ABC-TV’s new shows got pink slips this week—‘‘Walter 
Winchell File” (Revlon) as of April, and “Guy Mitchell Show” (Max 
Factor) as of mid-January. Revlon will keep the Friday 8:30 p.m., 
EST, spot to which Winchell is moving in January and may reconsider 
on the show cancellation if the rating perks up. Max Factor’s cancella- 
tion is for the show and the time spot, NBC is looking for an alternate 
week “relief” sponsor for Warner-Lambert on “The Restless Gun.” 
Four CBS-TV advertisers who asked for early release from their con- 
tracts—Amoco and Hamm Brewing on “Person to Person” and Helene 
Curtis and Mogen David wine on “Dick & the Duchess”’—have been 
turned down. 


e Frank Karoly has been named acting manager of the Chicago office 
otf Communications Counselors, following the resignation of Don 
Cowell, effective Dec. 31. Mr. Cowell, who was public relations director 
of Quaker Oats Co. before joining the McCann-Erickson pr subsidiary, 
has not announced his future plans. 


e Harry Evans, president of U. S. Nature Products Corp. and Alle- 
ghany Pharmacal Corp., both in New York, is suing the National Bet- 
ter Business Bureau for $5,000,000, charging libel. The suit, filed in 
New York County supreme court, alleges that NBBB’s bulletin of last 
Sept. 16 stating the two companies had been found guilty of postal 


fraud in connection with a reducing drug was false and defamatory 
and “has resulted in great personal and business damage.” 


Baltimore Must 
Reply to Ad Tax 
Suits This Week 


(Continued from Page 1) 
Broadcasting Corp., operator of ra- 
dio station WCBM; Key Broadcast- 
ing Co., operator of radio station 
WBMD; and the Jewish Times, lo- 
cal weekly. 


® City officials in St. Louis, where 
a similar ad tax proposal is ex- 
pected to be introduced to the 
board of aldermen, will be watch- 
ing the legal proceedings in Balti- 
more. 

The St. Louis ad tax, part of a 
package tax ordinance which in- 
cludes doubling the tax on utilities 
and increasing the water rates for 
industries, was proposed by Alder- 
man Alfred I. Harris. Mr. Harris 
was expected to introduce the 
measure last Friday, but he did 
not attend the aldermanic session. 

The St. Louis tax proposals must 
be read before the board on three 
successive weeks before it is turned 
over to committee for study and 
recommendation. + 


Bristol, Bowman 
Named to Head 
Bristol-Myers Units 


New York, Dec. 13—William 
McLaren Bristol] III, grandson of 
the founder of Bristol-Myers Co., 
has been elected president of the 
Bristol-Myers products division, 
and Phillip I. Bowman has been 
named president of Bristol Lab- 
oratories Inc., pharmaceutical sub- 
sidiary. Mr. Bristol joined the com- 
pany in 1946 and has been assist- 
ant to the president and adminis- 
trative vp of the products division. 
His father is senior vp of the par- 
ent company. Dr. Bowman, with 
Bristol Laboratories since 1944, 
was elected exec vp in 1949 and, a 
month ago, named to the board of 
directors. 

Mr. Bristol succeeds Robert P. 
Brown, who earlier this week was 


Robert Brown 


Frederic Schwartz 


named exec vp of the parent com- 
pany. Dr. Bowman succeeds Fred- 
eric N. Schwartz, who earlier was 
named president of Bristol-Myers 
Co. B-M President Lee H. Bristol 
moved to chairman of the board. 
The former chairman, Henry F. 
Bristol, continues as chairman of 
the executive committee, The 
changes are effective Jan. 1. # 


AA Names Classified 
Rep for West Coast 

Classified Departments Inc., 
4041 Marlton Ave., Los Angeles 8 
(AXminster 2-0287), has been 
named classified advertising rep- 
resentative for ADVERTISING AGE on 
the Pacific Coast. The company, 
headed by William J. Bowen, spe- 
cializes in classified advertising 
only, and will be the official rep- 
resentative of “The Advertising 
Market Place” in ApveRTISING AGE 
on the Pacific Coast. 

Simpson-Reilly Ltd., Los Ange- 
les and San Francisco, and Frank 
J. McHugh Jr., Portland, will con- 
tinue to represent AA in the dis- 
play advertising field. 


‘Electrical World’ to Tyson 
Electrical World, a McGraw-Hill 
publication, has appointed O. S. 
| Tyson & Co., New York industrial 
agency, to handle its advertising. 
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Van Diver Issues Improved ‘Brad-Vern’‘s’; 
ABP Aims to Insure ‘Continuity’ of Reports 


(Continued from Page 2) 
1958, of 1957 data which will also 
include 1955 and 1956 figures, 
showing a three-year advertising 
trend. In addition, Mr. Van Diver 
said, the 1958 edition will contain 
a revision of his “Primer for Busi- 
ness Paper Advertising,” original- 
ly published in 1942. 


® “Moreover,” he said, “a special 
supplement to future issues will be 
important to cooperating publish- 
ers. Each year ‘Brad-Vern’s’ has 
tabulated the business paper ad- 
vertising schedules of 60,000 ad- 
vertisers. Nothing has ever been 
done with the 50,000 not published. 
On May 1, 1958, we will publish 
four facts about each of them: 
Name, address, SRDS classifica- 
tions of business papers used, and 
amount of space tabulated by us 
for the past year.” 

Asked about the proposed Jan- 
uary meeting, Mr. Van Diver said 
that when his son decided last 
summer to return to his profes- 
sion, rumors got around that the 
reports were to be suspended or 
sold. Both were unfounded, he 
said. 


s “At that time I received a let- 
ter from ABP suggesting a discus- 
sion of what could be done to con- 
tinue the reports. This developed 


into talks and a suggestion that an 
advisory group be set up to en- 
hance the value of the reports.” 
Mr. Van Diver has resigned as 
consultant on special assignments 
to American Bosch Arma Corp., 
Springfield, Mass. After the first 


‘of the year he will devote most of 


his time to further development 
of “Brad-Vern’s Reports.” 


= At the ABP, William K. Beard, 
president, said that “for the past 
few months ABP has been carry- 
ing on extensive discussions con- 
cerning the long-term future of 
the ‘Brad-Vern’s Reports’ with 
the owner. 

“When these talks were started 
last summer, there was consider- 
able doubt as to whether ‘Brad- 
Vern’s’ would be continued. For- 
tunately, it now appears that, due 
to cooperation from leading pub- 
lishers with ‘Brad-Vern’s’ appeal 
for information, and from buyers, 
in the form of advance orders, Mr. 
Van Diver will be able to continue 
to produce the studies. 

“ABP has overwhelming proof 
that such facts are useful and 
needed by buyers of business pa- 
per space. Our investigation of the 
situation has indicated to us that 
to insure the long range continua- 


tion and improvement of this serv- 
ice, representatives of both adver- 


You've just booted the 


‘ole bonus, 
Smidley. 


Two more accounts down the drain 
and all because you're just not with the 
times, Smid. Take this Cascade 
business. What in heaven's name is 
wrong with an exclusive TV market of 
over half a million—a billion dollar 


market and one of the biggest buys in 


the West? So you overlook it and 
the competition eats us alive in the 


Pacific Northwest. 


CASCADE 


BROADCASTING COMPANY 


PACIFIC NORTHWEST: MOORE & ASSOCIATES 


CHARLES W. TENNANT JR., who has re- 
signed as ad manager of Miles 
Laboratories, Elkhart, Ind., will 
join J. Walter Thompson Co., Chi- 
cago, Jan. 6, where he will super- 
vise the Pharma-Craft account. 
Ken Ward, JWT vp and supervisor 
on Pharma-Craft, will continue on 
the account but will devote more 
time to creative duties. 


tising and publishing must take a 
more active interest. 

“Furthermore,” Mr. Beard said, 
“as a result of both participants 
and users of the reports working 
closely on such a project, continu- 
ity would be insured, and the 
knowledge gained would enable 
easy transition to another tabulat- 
ing source, should Mr. Van Diver, 
in the future, wish to release con- 
trol.” # 


Philco Extends Avco Contract; 
Signs with Australian Co. 

Philco Corp. has extended until 
May 1, 1961, its manufacturing 
agreement with Avco Mfg. Corp.’s 
Crosley division. For the past three 
years the Crosley division’s Nash- 
ville plant has been manufactur- 
ing Philco’s laundry equipment 
and electric ranges. 

Philco’s foreign operating com- 
pany, Philco Corp. S. A., Fribourg, 
Switzerland, has concluded agree- 
ments with James N. Kirby Mfg. 
Pty. Ltd., Camperdown, N.S.W., 
Australia, for the manufacture and 
distribution in Australia of the full 
line of Philco household appliances 
in addition to the Crosley and Ben- 
dix products which Kirby now 
makes in Australia. 


Singer Resigns from Best 
Rudolph M. Singer Jr., for the 
past four years vp and account 
executive with Gordon Best Co., 
Chicago, resigned Dec. 15. He plans 
to move to Coral Gables, Fla., 
later this month. Prior to his stint 
with Best, Mr. Singer was a vp 
in Ruthrauff & Ryan’s Chicago 
office for six years and earlier 
worked for 15 years with Arthur 
Meyerhoff & Co., Chicago, in an 


executive and creative capacity. 


Biggest Buying in 
Upotate Wisconsin... 


. is in Green Bay where 475,000,000 
wholesale-retail dollars changed hands in ‘56. 
In this independent market you'll get results fast for 
whatever you test, tell, sell or show. We say 


ARB Plans to 
Offer Ratings 
Instantaneously 


(Continued from Page 2) 


ceptionally nervous type sponsor | 


glued, not to the tv set, but to the 
teletype machine as he watches 
the ebb and flow of the figures on 
his show. 

And if you want to get a step 
further, visualize the stars who 
now spend restless nights waiting 
for the morning-after Trendexes, 
dashing backstage to watch the au- 
dience flow while the show is on 
the air. 

For the time being, of course, 
until Arbitron gets out of the ex- 
perimental stage and into actual 
operation, this is all extremely 
visionary. 

The Arbitron system was to 
have been demonstrated at a press 
conference here this week, but 
there probably were last minute 
mechanical difficulties to be 
cleared up, since the demonstra- 
tion was postponed until next 
week (Dec. 18). 


® ARB has 300 homes equipped 


| with the electronic device in New 


York. There have been some field 
tests in Chicago and Los Angeles. 
There also is enough equipment on 
hand to outfit samples in four 
other unidentified cities. 

At the outset these seven cities 
would be combined to provide a 
quick popularity index, of the sort 
now provided by the 15-city 
Trendexes that are obtained by 
telephone calls. Eventually ARB 
hopes to be able to provide nation- 
al ratings, with a national sample 
of 1,200 electronically equipped 
homes. 

Trendex also is in the process of 
making some changes—though the 
researcher insists that its move is 
in no way prompted by the ARB 
action. Effective Feb. 1, Trendex 
ratings—monthly ratings as well 


as the overnight specials—will be | 


based on a 20-city, rather than a 
15-city, sample. Trendex said the 
new cities, which have not yet 
been decided upon, are being 
added to give its figures broader 
geographic coverage. Trendex in- 
cludes only cities that are served 
on an inter-connected basis by 
three or more tv stations. 


® ARB officials are not comment- 
ing at all on their plans until they 
are ready for a formal announce- 
ment. It is impossible to say just 
when they think they could pro- 


vide a national service on the basis | 


of an electronically equipped sam- 
ple; they haven’t even told the net- 
works what they have in mind in 
the way of a timetable. ARB re- 
portedly is ready to go now in New 
York and could begin soon to pro- 
vide a seven-city sample. 


At present the three networks 


are in the process of trying to work 
out new contracts with the A. C. 
Nielsen Co. All three are at odds 
with Nielsen, which has canceled 
present contracts as of Jan. 1, as 


|the first step toward a rate in- 


crease, beyond the amount they 
are being asked to pay for renewal. 

Nielsen, which currently is the 
only company providing research 
data based on automatic measure- 
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the need for speed. 

Since they are currently trying 
to come to terms with Nielsen, 
none of the network research boss- 
es is especially eager to be quot- 
ed on this ticklish problem. It is 
clear, however, that they all think 
it would be a healthy development 
if ARB gave Nielsen some compe- 
tition in the field where Nielsen 
|“*now has a monopoly,” as one of 
them put it. 

They all also indicated they had 
been impressed with what they 
had heard about the new ARB 
service—if it works out as envis- 
aged. As for whether or not the 
networks will buy the service, the 
answer to that can not be known 
until ARB makes a definite offer, 
price and all—something which 
has yet to come about. # 


‘Shock Theatre's’ 
Ad, PR Push Startles 


Viewers into Viewing 


Cuicaco, Dec. 1|0O—WBKB (ABC- 
TV) employed a spooky direct mail 
campaign and a scary merchandis- 
ing promotion for its new “Shock 
Theatre’ program last week to 
achieve some shocking results. 

“Shock Theatre’s” premiere Dec. 
7, which featured a showing of 
the 1931 classic, Boris Karloff’s 
“Frankenstein,” achieved a Trend- 
ex rating of 24.7, for 46.4% of the 
10-11:30 p.m. audience. The near- 
est competitor was WBBM-TV 
(CBS), which featured “The Post- 
man Always Rings Twice,” one of 
its “Best of MGM” films, with a 
20.9 rating and a 36.8% share of 
audience. 

The 24.7 rating is particularly 
impressive since 7.1 was the high- 
est rating WBKB achieved on two 
Saturday nights in October and No- 
vember. On those nights, WBBM- 
TV received ratings of 22.7 and 
29.2. 


® WBKB mailed thousands of 
shrunken heads, life-like black 
widow spiders, clacking skulls and 
ghosts of heroic chameleons to se- 
lected newspaper and _ editorial 
personnel. 

The station had intended to have 
the live chameleons hand-deliv- 
ered to editorial personnel the day 
before the premiere, but all of the 
lizards caught cold and died on 
their way from Florida. However 
—in tribute—the station mailed 
the empty chameleon boxes, each 
with a brief note of explanation 
and an epitaph, to the recipients’ 
homes. 

The merchandising effort fea- 
tured three live reasonable facsim- 
iles of “Frankenstein,” the “Wolf 
Man” and the “Mummy.” These 
creeps devoted most of their time 
searing the wits out of Chicagoans, 
and agencies were one of their 
prime targets. 

In the advertising effort, WBKB 
ran a page ad in TV Guide, 200- 
line teaser ads in the four daily 
newspapers Dec. 6, a 600-line ad 
in the Chicago Daily News Dec. 7, 
and 75-line listing ads in the 
American and Sun-Times on Dec. 
7.# 


Gulf Brewing Names Black 
Gulf Brewing Co., Houston, 
brewer of Grand Prize beer, has 
appointed A. S. Black & Co., 
Houston, to handle its advertising. 
The company is planning “a vastly 
accelerated ad campaign” with 


ment of set tuning, is said to have aver f t radi 
raised CBS’ price 75% and NBC’s| Cmpoasis on Use of Spot radio and 
nearly 100%. For ABC, which pays er rove an 7 — Aes a & 
a good deal less than the other two dle ed ‘an — a 
networks, the price has gone up by the account. 

an even higher percentage, partly 
because ABC no longer buys the| Barwick Names Liller, Neal 
radio service. E. T. Barwick Mills Inc., Cham- 
blee, Ga., manufacturer of tufted 
@ There are indications that the| rugs and carpets, has named Liller, 
networks are at odds with Nielsen| Neal & Battle, Atlanta, to handle 
not only on the question of price,|its advertising. Mitchell WerBell 
but also on the need for improve-|Inc., Atlanta, is the previous agen- 
ments in the tv service—especially | cy. 


“it only takes ONE in Green Bay”. . . and 
advertisers agree by keeping the PRESS-GAZETTE 
first in national linage in upstate Wisconsin! 
Full color available. 


All business is local . . . So are newspapers! 


Phil A. McClosky, Monoger, General Advertising, Green Boy, Wisconsin 
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* Sales are more concentrated. The 84 largest 
cities account for 66% of the retail store sales 


volume. 


* Weekend Magazine reaches two out of three 
of all English-speaking homes in these top 
84 cities. 


* Weekend Magazine has 50% more circula- 


tion than any other publication in Canada. 


Weekend 


MAGAZINE | 
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“The biggest single aelling force - — 


REPRESENTED BY O'MARA & ORMSBEE—NEW YORK—DETROIT—CHICAGO—LOS ANGELES—SAN FRANCISCO 
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